








“If he’d only stop joining things—” 


®Well! First time anybody ever heard 
our Miss Elderman complain about the 
Judge! He likes to serve on Committees 
... but she has to send out the notices 
of meetings, and reports. 

®Somebody should tell her about the 
DM ... new desk model postage meter 
for small mailers, which does away with 
adhesive stamps and sticking, makes 
mailing a lot easier! 

®No larger than a desk phone, the DM 
prints postage for any kind of mail— 
directly on the envelope, with dated 
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SHORT 


NOTES 


DEPARTMENT 


@ CORRECTION. In September Short 
Notes we mentioned that we were ad- 
vising a certain publisher to lay-off 
swiping our copyrighted material for 
his magazine. Several people were 
confused, including Association Sec- 
retaries who pass along Reporter ideas 
to their members, and house organ 
editors who get material from our notes. 
Don’t be alarmed. We want all of you 
to use whatever you wish. That's the 
purpose of The Reporter. Our only 
kick is when another publisher (who 
sells subscriptions to his mag) lifts our 
copy word-for-word and passes it off 
as his own. See what we mean? 


eee 


@ ADVERTISING DIRECTOR FRED L. 
MAGUIRE of the American Legion Mag- 
azine, 580 Fifth Avenue, New York 19, 
N. Y. deserves a pat on the back for 
expertly handled research and report- 
ing job. Following a mail question- 
naire to a cross-section of readers . 
the statistical report was compiled in 
a bulky two-pound filing folder which 
contained ten separate indexed and 
tabbed folders. Each folder contained 
ten or more 81/." x 11” loose sheets 
with illustrations, charts, statistics, etc., 
on the buying habits and preferences 
of readers. Marketing fields covered: 
Automotive, Men’s Toiletries, Tobacco, 
Beverages-Alcoholic, Men’s Wear, In- 
surance & Correspondence Schools, 
Household, Hobbies & Photography 
Vacation & Travel and General Charac- 
teristics. Best job we've seen in a 
long time. 


oad 


@ BEST BOOK ON SAFETY .. . is 
the latest edition of Maim Street, 
published by The Travelers Insurance 
Companies of Hartford, Connecticut. 
Produced under direction of Harry 
Barsantee, Supervisor of The Travelers 
News Bureau and expertly printed by 
the J. W. Clement Company of 8 Lord 
Street, Buffalo 10, New York. This has 
been an annual job (except for war 
years) since 1931. This year’s issue 
is tops. A series of clever cartoons 
reveals foibles of human nature which 
cause accidents. Statistics with copy 
well handled and impressive. You 
can get a copy free by writing. And 
here’s a refreshing angle. Introductory 
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page carries this notice: “Nothing in 
the booklet is copyrighted and per- 
mission to reprint any of the facts, 
figures or illustrations is hereby freely 
given.” 


i] 
eee 


@ TECHNICAL BRAINS are being 
added to the Graphic Aris Industry. 
Now we are going to have color con- 
trol by electronics. RCA, under an 
agreement with Interchemical Corpora- 
tion, will make available to photoen- 
gravers, printers and lithographers, an 
electronic Color Reproducing System 
to provide four color corrected separa- 
tion negatives which will produce pro- 
cess plates possessing fidelity of color 
reproduction superior to those made 
in the conventional manner. _Infor- 
mation can be obtained from RCA 
Victor Division at Camden, New Jersey 
or Interchemical Corporation, 650 
Eleventh Avenue, New York 19, N. Y. 


_— 
eee 


@ ROBERT D. BRETH (see September 
1950 Reporter) has issued a 49 page 
report on “Formal Education for House 
Organ Editors”. I:’s the result of sur- 
veying Schools of Journalism to find 
out what they cre offering or planning 
to offer students who hope to get into 
house magazine work. Very compre 
hensive. Bob can be reached at 1728 
Cherry Street, Philadelphia 3, Penn- 
sylanvia. 


dee 

@ THAT GADGET FELLOW, Ward H. 
Patton of Green Giant Company (Le- 
Sueur, Minn.) seems to have an un- 
ending source of ideas. Recent large 
sized folder mailing had a cut out 
figure of the Green Giant (playing a 
guitar) pasted to front cover. At- 
tached to hand was a thin 25 inch 
strip of plastic tape. Slide thumbnail 
quickly along tape and the Green 
Giant sings “I mean Business”. 


eee 


@ A NEW POSTAL GUIDE is avail- 
able. Written in non-technical lan- 
guage for business men by a business 


(Continued on page 6) 
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FREE BOOKLET 
“How to Put SOCK 
in Your First Sen- 
tence’, Write today 
—use business letter- 


bead, please. 






Put SOCK 


in Your First Sentence on 
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WATERMARKED 


by 





COTTON-FIBER BOND, ONION SKIN, LEDGER 


You work hard to put business-getting 
words into your letters. Give your words 
every chance to work for you. Let them 
speak from the clear, white surface of 
cotton-fiber paper by Fox River. 

To serve every business need, Fox River 
offers papers of varying cotton content 
with the exact per cent watermarked 
in every sheet. Check sotal printing price 
with your printer — beautiful 100% 


cotton-fiber Fox River letterheads and 
matching envelopes vs. paper you are 
now using. The small difference will 
amaze you. Samples with free Sock book- 
let. Fox River Paper CoRPORATION, 


2023 S. Appleton Street, Appleton, Wis. 





WAME OF QUALITY = 
WATERMARKED IN EVERY SHEET 











lists...all kinds 


WE CAN SUPPLY A 
VARIETY OF LISTS, 
CAREFULLY CHOSEN 
TO SUIT YOUR 
REQUIREMENTS .. . 
CONTACT US FOR 
RECOMMENDATIONS 


wita MADDERRA, inc. 


List Broker 
21S Fourth Avenue 
New York 3, New York 
ORegon 7-4747 


Charter Member National Council 
Mailing List Brokers 








Don’t have it made to order! 


WE'VE GOT IT IN STOCK 


Chances are a hundred to one that 
we've got just the envelope or mail- 
ing device you need. Whether it’s 
a Small Parts Quick Clasp Mailer, 
Tube, Twin, Boxlet, Two Compart- 
ment or Jumbo Mailer—we've got it. 

YES—that’s right— 

OVER 1800 DIFFERENT STYLES 


Write or phone for complete catalog 
Direct Mail Envelope Co., Inc. 
15 West 20th Street, New York 11, N. Y. 


Call WAtkins 4-0500 FQuick 




















Industrial List Bureau 
45 Astor Place, New York 3, N.Y. 








EYE* CATCHERS 


ro For direct mail promotions 


‘ a unique photo service 
. . used by large and small 
~7~ advertisers everywhere . 


© in all kinds of promotions 
. See how WE sell by 
— mail Write for FREE 
proofs No. 42 
eo EYE* CATCHERS, Ine. 


10 E, 38 St., N, ¥. City 16 





man. It's an 8!/." x 11” 78 page paper 
bound book which is sold for $2.00 by 
Suffolk Publications, Greenlawn, New 
York. Edited by Roy L. Pepperburg 
and titled “Suffolk's Guide to the Mails”. 
We haven't checked all the figures, 
but unders'and there was a thorough 
checking job before publication. The 
book goes beyond mere description of 
all classes of rail by giving 
pointers on possible uses and econ- 
omies. Seems to be well worth the 
price. 


} J 
dee 


@ SOMETHING UNUSUAL in booklets 
has been achi2ved by Clary Multiplier 
Corporation, San Gabriel, California. 
“El Thumbo” is title for 4° x 6”, 28 
page piece which tells humorous story 
of a Mexican with a big thumb. Un- 
usual illustrations and copy originated 
by Burroughs Incorporated, 935 South 
Valencia, Los Angeles 15, California 

. using staged photos of puppets. 
Witty captions do the trick of putting 
ever advantages of the Thumb Add 
Bar which makes the Clary machine 
so speedy. Advertisng Manager 
Whitney Drayton can supply you with 
a sample copy. 


dee 


@ WHAT'S THE FUTURE for “poster” 
stamps or “seal” mailings? One mail 
fund raiser asked us why his returns 
had been falling off so startlingly. 
Wanted to know if we could improve 
his letter. He had used “seals” (sheets 
of 100 perforated decorative stamps) 
for years. We told him it wasn’t the 
letter, but the seals, which caused de- 
crease in returns. Too darn many 
people using them. At first, when 
Red Cross and Tuberculosis drives 
were new ... the sheets of seals pulled 
in a lot of money—but everybody and 
his brother copied the idea. We've 
talked to a lot of business and home 
people ... and they seem to be fed- 
up with one appeal sheet after an- 
other. Even the most worthy cases 
go into the wastebasket. Same ap- 
plies to mailings of unordered mer- 
chandise . . . pencils, ties, greeting 
cards, etc., most of it in sloppily sen- 
timental name of charity. It’s about 
time for the seal and merchandise 
users to find a new gimmick... or an 
honest straightforward appeal. 


eee 


@ THERE HAVE BEEN rumblings re- 
cently of suits or threats of legal action 
ever so-called patented forms in the 
direct mail field. We still think (after 
12 or more years of battling) that most 
direct mail form patents are silly and 
undefendable. They are simply adap- 
tations of previously used ideas . 

combinations of well known techniques 
in the Graphic Arts. Our usual advice 
to those threatened “tell ‘em to jump 


in the lake”. Most “patent owners” 
don’t dare go to Court... because they 
are a‘raid (and rightly so) their claims 
will be set aside. The Reporter will 
continue to offer its services as an 
arbiter in all such disputes. 


JJd 
@ IF YOU WANT TO KNOW MORE 
about Printing Inks . . . write for color- 
ful booklet issued by the National 
Association of Printing Ink Makers, 1440 


Broadway, New York 18, N. Y. Title 
“Printing Inks of Today”. 

= 

eee 
@ L. ROHE WALTER, former President 
of the DMAA, has been appointed 
director of client relations for Sweet's 
Catalog Service, Divizion of F. W. Dodge 
Corpora‘ion 119 West 40th Street, New 
York 18, N. Y. Rohe was previously 


director of advertising and public re- 
lations for The Flintkote Company, New 


York. 
Jd 


@ BERT OSBORNE of Syracuse Letter 
Company, Inc., 134 West Onondaga 
Street, Syracuse 2, New York issued 
a neat, inexpensive, but impressive 
booklet to celebrate his Forty Years of 
Direct Mail Service. It pictures and 
compares the operations of 1910 with 
1950. Bert started with 10 bucks in 
1910, and now . he can go to 
Florida every so often while Dave 
(his son) runs the works. 
‘mB 
eee 

@ THAT NEW COLLATOR shown for 
the first time at the MASA and DMAA 
Conventions caused a mild sensation. 
Its inventor Keith Macey, was present 
to do the demonstrating in the Harris- 
Seybold booth. Distribution will be 
through the Harris-Seytold Company 





of 4510 East 7lst Street, Cleveland 5, 
Ohio. It collates eight stacks of var- 
ious size sheets or folios. Rapidly. 
Usually ... this collating business is 
the slowest and most tiresome job in 
a lettershop or mailing room. The 
Macey contraption seems to solve the 
headaches. 


eee 
@ HARRIE BELL sure spread himself 


when his company, Allen, Lane and 
Scott moved to a new location at 2300 
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Market Street, Philadelphia 3, Penn- 
sylvania. Issued an 11” x 14” plastic 
bound book. Only 14 pages—but 
printed on heavy coated cardboard 
stock. Big pictures and small amount 
of copy tell a convincing story of 
growth and services available. Good 
selling! 


@ HURRAH. We see by the papers 
that law officials are planning a crack- 
down on some of the phony fund 
raisers. Especially one that has been 
overworking the old dollar bill mailing 
stunt. The legitimate social service 
agencies won't be sorry to see the 
racketeers stopped. 


£7) 


@ TOO BAD about how some mailers 
are building illwill by continuing to 
send duplicate mailings. John Lindley 
of The International Nickel Companv,. 
Inc., 67 Wall Street, New York 5, N. Y. 
received four indentical pieces in same 
mail from a Direct Mail outfit offering 
a service which emphasized (among 
other things) the importance of keep- 
ing a list in apple-pie order. We 
know these duplications result from 
renting outside lists ... but they cause 
trouble for direct mail in general. 
Larry Chait, while at Wall Street Jour- 
nal, proved that duplications can be 
avoided ... ani his special system 
for sorting actuclly saved his company 
money. It’s about time for the big 
mailers to work out a solution. 


J7) 


@ THE HICKOK MANUFACTURING 
COMPANY, 350 Fifth Ave., New York 
1, N. Y. has instituted a twelve-hour 
“letter-writing clinic” as part of its 
employee training program. Under 
the plan, the company pays time and 
one-half for hourly employees who stay 
after hours to take the letter-writing 
and other courses established under 
the direction of Herbert Wa'kins, train- 
ing director. The course is compul- 
sory for all supervisors and dictators 
who deal with customers, particularly 
those handling orders. Stenographers, 
secretaries and typists also participate. 


JJ) 


@ THIN-SKINNED PEOPLE who resent 
criticism are very numerous. So it al- 
ways gives us a lift to find someone 
who has taken criticism in a friendly 
fashion ... and done something about 
it. Early this year when this reporter 
appeared before the Worcester Adver- 
tising Club ... he criticized some of 
the direct mail material created and 
produced by Worcester organizations. 
One case concerned the Norton Com- 


(Continued on page 8) 
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"We. sure 
= cut our 
y_ overtime 
costs!” 
















“YES! SINCE WE 
CHANGED TO 
HAMMERMILL BOND, 
MY TYPISTS FINISH 
THEIR WORK ON TIME” 
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@ Your typists also will do 
faster, neater work on Hammer- 
mill Bond's smooth, sturdy, snow- 
white surface. For this paper takes 
quick, clean erasures. No retyp- 
| ing of a whole letter because of 
one mistake—causing needless 
overtime and paper waste. 
Ask your printer about Hammer- 
mill Bond. He will tell you that 
any typing stands out with new 
| sparkle and snap on this fine 
letterhead paper. 
Prove it yourself. Compare 
| Hammermill Bond with the paper 
you are now using—in your own 
office—at no expense. 


Send for the free 1950 Working Kit of Hammermill Bond ...a real 
“show-how” portfolio... actual printed specimens to help you 
design a letterhead that will represent your firm properly . . . time- 
saving forms that cut down errors and waste. ..sample book of 
Hammermill Bond. Send coupon for your FREE kit now. 





if you need a printer who is ready and willing to supply your needs on Hammermill papers, call Western 
Union by number and ask ‘Operator 25"’ for the name of a member of the Hammermill Guild of Printers. 





yoo - Se aa ee 
i] Hammermill Paper Company, 1621 East Lake Road, Erie 6, Pennsylvania 


| Please send me—FREE —the 1950 Working Kit of Hammermill Bond. 
Name 


) Position 








TR-NOV 


(Please attach to, or write on, your business letterhead.) 


IT IS HAMMERMILL'S WORD OF HONOR TO THE PUBLIC 


LOOK FOR THE WATERMARK 














How Many DUDS 
Can You Afford? 


ailers are getting more and 

more finicky about the mail- 
ing lists they rent. Their budgets 
for miail-selling promotions are 
tighter. They're looking for fatter 
returns from test mailings—doing 
more shopping around among 
list brokers 


e think it's a good thing. Our 

business always seems to 
perk up when mailers put the 
pressure on. Probably because 
we offer them people, not mere 
names, in the lists we recommend 
It makes us gluttons for work, to 
be sure. But we're happy enough 
with the customer's payoff. How 
about you? 


rite on your business letter- 
head for our descriptive folder 

“WHICH WILL YOU HAVE- 
NAMES OR PEOPLE?’ 
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SPECIAL LIST BUREAU 
DIVISION of DICKIE-RAYMOND 
80 BROAD STREET. BOSTON 10 
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BLACK and WHITES 8X 10 
8x10's Se each in 1,000 lots; 
postcards $27.50 per M, 
It's a photo—it’s authentic!’’ 
Moss photos have been whipping 
pep and sales punch into direct- 
mail campaigns for vears. How” 
Send for samples and prices! 
Foto dost Cards TF 
\FULL COLOR , full- 100,000 1 ¢ ee 
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FREE KIT! 


Your Sales” 










Write for FREE 





Photo Sales porsiohe- FREE! 
s 


MOSS PHOTO SERVICE Inc. 


155 West 46th St., N.Y. 19, N.Y. 





MOSS PHOTO SERVICE 
155 W. 46th ST. N.Y. 19 


Yes, I want that FREE Photo Sales Kit 
on ‘How Photos can boom my sales”’. 


Name 
Company 
Address 
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pany which attaches a little acknowl- 
edgement memorandum form to all cat- 
alogues and other informative material 
which are requested by prospects. We 
thought the memorandum forms con- 
tained too much we-we-itis. Just re- 
ceived a letter from Francis D. Hart, 
Jr. of the Publicity Department. He 
sent us the old forms as well as the 
new (completely revised). All the we- 
we-itis has been eliminated. The mem- 
orandum slips now are addressed to 
and talk about the recipient exclusively. 
Good work . . and thanks for not 
being thin-skinned. 


eee 


@ A CREDIT CHECK for $3.50 is being 
mailed to prospects by The Flax Com- 
pany. 139 South Main St., Dayton 2, 
Ohio, who sell carbon paper. Reason 
given: 
“This credit check is given you be- 
cause we've taken the $3.50 out of 
eur advertising appropriation fund. 
We adopt this direct method of send- 
ing you a “Thank You” box in lieu of 
spending thousands of dollars in dis- 
play advertising.” 
We don’t exactly like the “sales pitch” 

. but the check did get attention 
for the sample offer. 

JJ) 

@ THEY TRY TRICKS in Germany, too. 
John Rochow of W. S. Ponton, Inc., 
Englewood, New Jersey, picked up this 
item from somewhere. “Bremen house- 
wives were angry today. This morn- 
ing, after their husbands had gone to 
work they found postcards in their mail 
picturing a pretty girl and reading: 
‘I am longing to hear from you, re- 
gards, Gertie.’ 
Upset at Gertie’s impertinence, they 
rang the telephone number given on 
the card, 
A male voice answered: ‘This is —(tex- 
tile firm.) You should wear the same 
nice clothing as the young lady on the 
postcard.’ 
Many of the women said they would 


sue. 


Pk 


ode 


@ A CONVINCING STORY is told in a 
recent folder issued by Atlantic Life 
Insurance Company, Richmond 12, 
Virginia. Folder titled: “Story of a 
Room.” Tells about a room in the San 
Diego Athletic Club papered (follow- 
ing the 1929 market crash) entirely with 
useless stock certificates . .. but not 
a single life insurance policy. Room 
is also pictured. 


eee 


@ MAIL ORDER FOLKS are optimistic. 
Lew Kleid (Mailings, Inc., 25 West 45th 
St., New York 19) made another survey 
of the experts for September. Fifty- 


one were optimistic about mail order 
conditions this fall and winter. Six- 
teen were pessimistic. Reports on re- 
sults in September were: Excellent 39. 
Good 27. Fair 28. Poor 9. 


rem 
oad 


@ ALLAN R. BRENT, Vice-President of 
the Benjamin Business Bureau, 234 Main 
Street, Baton Rouge, Louisiana told us 
about a screwy error which was turned 
into a success . .. by prompt action. 
A form letter carried the cartoon shown 
here. It was a mailing advertising 
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Roll-Ezy ma's for office chairs. A con- 
fidential price list was enclosed for 
the retailers to whom they were sent. 
The next day after the mailing, some- 
one discovered that the retailers had 
received the wrong price list ... a 
suggested selling price, rather than 
the purchase price. Another letter was 
run, using the same cartoon, but with 
the caption “Oops! ... my mind wasn’t 
on my business” with a short explana- 
tion and the correct price list. It 
brought a lot of chuckles .. . and we 
hope a few orders. 
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@ THE REPORTER is constantly preach- 
ing about the importance of “family 
resemblance” in your stationery and 
direct mail material. But it’s hard to 
get examples {from those who finally 
get around to doing something about 
it. At least the Publicity Department 
at Gray & Rogers (Advertising Agency) 
12 South 12th Street, Philadelphia 7, 
Pennsylvania is family-resemblance 
conscious. For all of their publicity 
work, they have standardized station- 
ery with press releases, caption sheets 
for photographs, envelopes, shipping 
labels etc. done in the same style 
typography, color and stock. Makes 
a smart impression. 


— 
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@ “THE REPUBLIC OF INDIA IN 1950” 
is the title of a unique 81/7." x 11” 34 
page booklet just issued by The Chase 
National Bank of the City of New York 
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(Head Office—Pine Street corner Nas- 
sau) New York City. It is a shining 
example of the best in typography. 
Printed by Geffen, Dunn & Company 
and William E. Rudge’s Sons. The 
Foreword: “The purpose of this brochure 
is to contribute toward a better under- 
standing in America of the India of 
today. Although published by a bank, 
it is neither a financial review nor an 
economic study. It attempts, rather, to 
present in broad outline form a candid 
picture of India’s new position in the 
family of nations, her recent accom- 
plishments, her aspirations, and her im- 
portance to the United States as a great 
friendly power and market in South 
Asia.” Congratulations to all concerned. 
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@ KAY MURPHY has gone back to 
England . . . and we'll all miss her. 
Sailed October 19th, after postponing 
previously arranged departures. This 
“five foot” bombshell of enthusiasm 
added a lot to the DMAA program, but 
she also furnished inspiration for 
many of us who followed her around 
during the post-convention period. 
She is plugging now to get a big group 
of direct mail people to attend the 
International Advertising Conference in 
London next July. Hope we can make 
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@ THERE’S A FASCINATING STORY 
over in England . . . and Kay Murphy 
will try to get us more of the details. 
A Mrs. Pauline Cutler started a mail- 
order shoe business some years ago 
and has had a remarkable success. 
She claims she got the idea from an 
article in The Reporter (Yeck) about 
the importance of building up a name 
or personality. Mrs. Cutler called her 
new operation “Cover Girl” Shoes. 
She, herself, is the cover girl (and 
rightly so, judging by her pictures). 
She appears at all premieres and social 
affairs. Is photographed with visiting 
dignitaries or stars. She duplicates in 
England the best of American styles 
in women’s footwear and her whole 
mailing campaign is wrapped around 
fashion and the “Cover Girl” per- 
sonality. Her letters, package en- 
closures, follow-ups, etc. have worked 
wonders. 
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@ HERE’S A GOOD ONE. A depart- 
ment store someplace in Pennsylvania 
(probably rural section) issued an 
eight page color-splashed, newspaper 
style rotogravure October Sale Bulle- 
tin and mailed it to Star Route box 
holders. We read every word of this 
“Harvest of Values” ... but nowhere 
could we find the address or location 
of the store .. . let alone a telephone 


(Continued on page 10) 
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A good piece of art is composed of 


interesting shapes and areas. We follow 


this principle in the designing 


of our envelopes; smart 


Shapes and are@s are part of 


all our sketches. Our Art Department 





will be happy to prepare a sketch 


for you, one that we are sure 


will enhance your next mailing. 





try our “personalized” 


envelopes, they corry out 


this theme, ask for them. 


upples 


envelope co.,1Ne. 


360 Furman Street - Brooklyn 2, New York 


SALES OFFICES * PHILADELPHIA * BOSTON * WASHINGTON 
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mer rule of all mail merchandising:—Every is hi 
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‘ > tries. This year, the advertising de- 
cuts offset co re aration time partment is adding a new wrinkle... 
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may be obtained from the National 
Retail Credit Association, 218 Shell 
Bldg.. St. Louis 3, Mo. 
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@ SEVERAL COMPLAINTS have come 
in lately about the way the Post Office 
is handling returned undeliverable 
third class mail, on which return post 
age is guaran:eed. Samples we have 
seen bear the regular rubber stamp 
imprint, “Reason For Non-Delivery 
Checked”. But the carriers or clerks 
have not checked any of the following 
items — Unclaimed — Unknown — De- 
ceased — For Better Address — Moved 
Left No Address — Refused. The only 
reason mailers want undeliverables 
returned is to correct mailing lists. The 
Post Office should carry out this end 
of the bargain. 
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@ WATCH for an increasing use of 
luminous inks in printing. Several 
companies, such as General Foods, are 
using the technique on posters and 
counter displays. For a time, these 
luminous colors could be applied only 
by silk-screen, but now are adaptable 
to high speed leiterpress. Process has 
been developed by Switzer Brothers, 
Inc., 4732 St. Clair Ave., Cleveland 3, 
Ohio and Lawter Chemicals, Inc., 
3550 Touhy Ave., Chicago 45, Illinois, 
who are jointly releasing the know-how 
and materials to licensees. There are 
many possible applications in direct 
mail. For information ... write to 
either of the developers. 
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@ ALL HOUSE MAGAZINE EDITORS 
should be sure that their names are on 
the mailing list to receive “Feature” 
the free publication for all editors. It 
is published by Central Feature News, 
Inc., Times Building, 1475 Broadway, 
New York 18, N. Y. Bob Altshuler is 
the editor. This magazine presents 
features available without cost from 
leading US companies, agencies and 
institutions. Each issue of Feature 
(published every two months) shows 
pictures and describes the material 
which is available. George Kinter 
should be interested in the feature de- 
scribed on Page 3 of Issue No. 7 (pub- 
lished in September). Offered by Es- 
quire Magazine . . . the story of the 
changing female chassis. Such cheese 
cake. 


—— 
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@ A NEW HANDBOOK for sales and 
advertising executives . .. has just 
been published by Prentice-Hall, Inc., 
70—Sth Ave., New York 11, N. Y. 790 
pages, priced at $10.00. The direct mail 


(Continued on page 38) 
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PLASTIPHO 


THE PHOTO-OF 















saves time, cuts costs and 
... makes plates conveniently 


A new, simple exposure cabinet that quickly produces photo- 
offset plates— perfectly transferred line and half-tone negatives, 
for unmatched fidelity of reproduction. 

Valuable time is saved with the Plastiphoter as it eliminates 
the delay caused by sending out for plates. Better control of 
your work is maintained. Low in price, cuts plate-making costs 
in half. No special training is necessary; anyone can operate 
the Remington Rand Plastiphoter. 


Remington. Fland. 


BUSINESS MACHINES & SUPPLIES DIVISION 





Remington Rand, Room 2513, 

315 Fourth Ave., New York 10. N. Y. 

| I am interested in the PLASTIPHOTER. 
Please send me the booklet describing it. 





NAME 
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ADDRESS 





CITY. ZONE STATE. 























ry, 






MAIL 
MINU 


Metal Clasp ond 
\, Tension Tie 





In these days of high salaries, your com- 
pany is looking for ways to save time in every 
possible operation. If you can conserve this 
costly time—and do the job even better 
than before — you're doubly interested. 


Specialized Tension Envelopes are actually 
saving millions of minutes for progressive, 
forward-looking companies! They also pre- 
vent mistakes, cut postage costs, protect 
envelope contents and attract favorable at- 
tention. Perhaps you, too, would like to enjoy 
these advantages. 








TENSION ENVELOPES 
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Bonkers Flap 


Your Secretary 
will like 


"Envelope Know-How" 


by don herold 


This breezy, easy-to-read booklet 
presents new short-cuts to old prob- 
lems. It's fun to read—simple to 
follow. To get a copy for your 
Girl Friday: 


Write on your letterhead today to the 
Tension Envelope Factory nearest you, 
or your local sales representative. 
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“TENSION ENVELOPE CORPORATION 


FACTORIES: New York '8.N.Y. © St. Louis 10, Mo. 
Minneapolis 1, Minn. @ Des Moines 14, lowa @ Kansas City 8, Mo. 
Over 100 Representatives Selling Direct to User 
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Why We Use 


Direct Mail Advertising 


by Robert Childers 





REPORTER'S NOTE: During the early part 
of October. the Rotary Club of Houston, 
Texas had a most interesting direct mail 
clinic . . . part of a series on vocational 
service programs... This reporter was fortunate 
enough to get a transcript. There were 
three speakers. Mack Wetmore gave a fine 
general talk on the advantages of direct 
mail and some of the primary rules. Wish 
we had room for it. but we are turning it 
ever to the Speakers Bureau of the DMAA 
for possible guidance of future speakers at 
service clubs. B. Watkins. general manager 
of the Gulf Envelope Company. gave some 
down-to-earth advice on mailing procedures 
(equally good for the Speakers Bureau). 
The program was concluded with a case 
history report by Bob Childers, President of 
Childers Manufacturing Co.. 625 Yale Street, 
Houston 7, Texas and we must find room to 
print it. It tells you exactly how a new 
business was built entirely by direct mail. 
Every word is worth reading. 





I will talk to you about direct mail 
selling from the standpoint of the fel- 
low who pays the bill. 

Prior to World War II there was one 
kind of corrugated metal in common 
usage—that was galvanized steel and 
the big market was here in the South- 
ern States where from 65 to 95°% of 
all farm buildings were roofed with it. 


Following the war _ corrugated 
aluminum entered the metal roofing 
field. Aluminum capacity had in- 
creased six times over prewar and the 
price was lower; galvanized steel had 
advanced in price—and there wasn’t 
enough galvanized steel to go around. 


So the demand for corrugated 
aluminum grew to fantastic figures. 
In the several years immediately fol- 
lowing the war the tonnage of 
aluminum going annually into cor- 
rugated roofing—principally for farm 
use—was approximately equal to the 
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yearly production of aluminum sheet 
in the prewar years. 

Our plant was started in 1947. 

Here’s why we have used direct mail 
to sell our roofing—we now produce 
two other products. This discussion 
refers only to roofing. 

There are 15M lumber yards, build- 
ing material dealers and hardware 
stores in Texas and that part of Okla- 
homa, Louisiana and Arkansas mak- 
ing up our territory. 

We got these names in the simplest 
way possible—from Rotarian Bob 
Cushman’s Dun & Bradstreet book; 
we got the street addresses of those in 
the larger towns and cities from the 
classified section of Pat Patterson’s tele- 
phone books. Obviously, without the 
right kind of list, direct mail isn’t 
likely to pay off. 

By the way, one of the valuable 
assets of most any company is its cus- 
tomers list. How often are you using 
yours? How often do you, the head of 
your firm as much as send these cus- 
tomers a mere, “Thank you for your 
business”’—probably not as often as 
your credit department writes about a 
past due account. But, back to those 
15M dealers. 

They represented 15M _ prospective 
aluminum roofing buyers that we had 
to get our sales story to in the shortest 
length of time. Our problem was to 
impress these dealers as quickly as pos- 
sible with one fact: The one and only 
place to buy aluminum roofing was 
right here in Houston at our plant. 

If the potential market was large 
enough, we would have done well to 
employ a large sales force to cover all 
these dealers but we knew we were 
shooting at a relatively thin market 
spread over a vast area. If our pro- 


duct was used by these prospective 
dealers in the same volume as they 
bought nails, barb wire and fence or if 
we had had a half dozen other products 
to offer them, we could have afforded 
to call on them personally. But that 
wasn’t the case. We were confronted 
with the problem of calling on dealers 
who might not buy our product more 
than once or twice a year—or perhaps 
not at all. Obviously we couldn’t af- 
ford to make 4 to 5 personal calls a 
year on these folks but we could afford 
to make that number of calls via 
Uncle Sam’s mail—at 7¢ per call. 

Our first letter went to these 15M 
propective dealers early in 1947-—-we’ve 
mailed to them almost monthly since 
that time. 

Unfortunately our business is not 
like the Book of the Month Club who 
develops most of their members by di- 
rect mail. When they make a mailing 
soliciting memberships from a 100,000 
list of names that they have rented from 
someone, it’s easy for them to deter- 
mine accurately the results they got. 
Each new membership costs them so 
much and it was either profitable or 
unprofitable. That’s true with most 
direct mail selling but in our type 
of business we cannot calculate the re- 
sults of a particular mailing because 
most of our orders are for individual 
buildings for which a dealer has taken 
an order from a farmer or rancher cus- 
tomer. Maybe our letter reaching a 
prospective dealer today will persuade 
him that there is only one place to buy 
corrugated aluminum in the Southwest, 
but it may not be until next Spring be- 
fore he has an order to send us—in the 


meantime he has gotten several more 
(Continued on page 14) 





letters from us. So, we must look 
the results of our combined efforts over 
a period of time rather than at the re 
sults from an individual mailing. 

In the 41 months since our first mail- 
ing we have made 35 mailings to the 
15,000 prospective dealers. We have 
made 35 calls by mail on each dealer at 
a cost of 7¢ per call or $2.45 for the 35 
calls. 

This all adds up to 525,000 pieces of 
mail at a cost of $36,750. It has pro- 
duced $4,435,000 of corrugated alumi- 
num roofing orders. 

Out of the 15,000 prospective dealers 
we have gotten orders from 3,500. 
You might assume that after 35 calls 
it’s time we gave up on the 11,500 that 
have never bought from us. No, be- 
cause at the present rate about 250 of 
these become customers each year. 
We're not thinking of giving up on 
them but as the customer list increases, 
we do mail more frequently to the 
customers and less frequently to the 
non-customers. 


get more readership -or at least as 
much—by using both sides of a single 
sheet, instead of two separate sheets. 

The letter will be processed in black 
ink with a longhand signature in blue 
ink; also a postscript written in long- 
hand. One or two longhand notes are 
usually written in the margin of the let- 
ter to call special attention to particular 
paragraphs. All longhand writing is me- 
chanically reproduced. We always put 
the most important thing we have to 
say in the first paragraph and in the 
longhand postscript because we know 
that those are the two best read parts of 
the letter—a little like the readership of 
the front page of the newspaper com- 
pared to the ins‘de pages. 

Everything possible is done to get 
attention for our letters—to give them 
personality—to get them read before 
the other letters coming to the desk of 
the prospective customer. But we re 
frain from screaming “This is not a 
form letter’—because obviously our 
letters are form letters and we would 
insult a person's intelligence by sug- 


Our letter is multilithed or multi- 
graphed. Usually multilithed because 
it is easier to get the longhand writing 
reproduced. We would never use a 
printed or mimeographed letter because 
they would not be as effective. 

Along with the letter we usually send 
price sheet, folder describing our pro- 
duct, order blank and a business reply 
envelope which as you know is an en- 
velope on which you pay postage when 
it reaches you. 

We change the colors and the format 
of our material from mailing to mail- 
ing, but basically there is a sameness 
about them which we can’t eliminate 
because our message is always the same: 
Send us your orders for corrugated 
aluminum. 

After 14 months of this direct mail 
campaign we decided to find out just 
what kind of job we were doing. Busi- 
ness had been good, but that didn’t 
mean that it might not have been a lot 
better if we had sold differently. We 
employed an independent research or- 
ganization to mail a questionnaire to 
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A National 


Advertising Plan 


For the Modest Budget 


By A. E. Jackson, Advertising Manager, Stromberg Time Corporation, New York 





REPORTER'S NOTE: Here is an important 
story for advertisers with a smal! budget. 
Well . . . maybe it has some forgotten points 
for those handling large operations. The 
material was originally written by Ad Man- 
ager Jackson as a memorandum to a new 
General Manager. It was slightly revised 
for The Reporter. Art is sharing with you 
his thinking on how to plan. It should be 
helpful . . . for a number of reasons. 





A wheel runs best when it is balanced, 
so does an advertising program. 
When some promotion elements are 
omitted, there may be no obvious da- 
mage, but the omission of any sound 
element leaves an opening for criticism 
and later may reflect adversely on the 
management. 


A complete and balanced program can 
be maintained regardless of the amount 
of money available by expanding or 
limiting the quantity of output and the 
quality of the materials used. The 
framework of the program should be 
maintained regardless of business con- 
ditions, a change being made only in 
the theme, or approach. If the need is 
for stimulating orders, the advertising 
should be direct, forceful and applica- 
tional; if the reverse is true and the 
program is not to stimulate orders, the 
advertising can promote service, re- 
putation and firm name, building to- 
ward the time when order stimulation 
is again the major objective. 


The complete advertising program 
for the modest budget should include 
all of the elements outlined below: 
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1. A National Direct Mail Program, 
made up of the following parts: 


a) LARGE PROSPECTS—A mailing 
list of 6,000 to 8,000 major firms repre- 
sented by 16 to 20 thousand individuals, 
the size depending on the budget. Ma- 
terial mailed to this list should be of a 
high level, personalized, executive type. 
The major firms buy at least 80°4 of 
all industrial material and employ a 
large share of all labor. Winning just 
a few such accounts each year would 
more than balance the advertising cost. 
Also, once users, a steady annual re- 
peat business can normally ke ex- 
pected. Since all firms selected for 
this list would be potential volume pur- 
chasers of the product, there could be 
no wasted effort, every piece of ad- 
vertising would reach a prospect. This 
part of the program would guarantee 
coverage of the large volume purchaser. 


b) USERS—Maintain a customer mail- 
ing list, classified by size, type, and pro- 
duct purchased. Use mailings of the 
geod will, service, reminder, and an- 
nouncement types to keep in touch with 
these firms. They are your largest 
market for sales. If the budget is lim- 
ited, send fewer pieces to the smaller 
accounts. 


c) SMALLER PROSPECTS—Reach- 
ing these firms by mail should be the 
responsibility of each Dealer or repre- 
sentative. Adequate supplies of self- 
mailers should be made available for 
local campaigns, with an automatic 
check by the sales management for 
proof of mailing. 


d) SPECIAL INDUSTRIES—At every 
opportunity that circumstances permit 
launch special campaigns, using tailor- 
made mailing pieces, directed to the 
larger firms in a specialized group. In 
these drives offer a specific product 
to prospects most likely to need that 
product. This type of mailing calls 
for an application survey before the 
Campaign and involves using a lead 
getting, application type of material. 
It should be teamed up with a sales 
contest and a special promotion drive to 
cover the selected field thoroughly. 
Mailing Lists can be purchased, or 
compiled as needed, but need not be 
maintained constantly. Such _ special 
drives would also include a trade paper 
campaign in the periodicals that serve 
the selected group. 

2. A Publication program as follows: 
a) BUSINESS PAPER SCHEDULE- 
Choose one or two (more if budget 
permits) sound business publications 
and run a continuing series of small ads 
of the institutional type. Readership 
results can be tested by offering a book- 
let, but hot leads should not be sought, 
nor expected. 


b) TRADE PUBLICATION SCHED- 
ULE—Use small space in a number of 
publications. Rotate the ads and alter- 
nate between several publications to 
cover as many fields as possible. Use 
cuts of the product and have the pub- 
lications set the ads to copy tailored for 
each publication. Ask for direct in- 
quiries regarding the product adver- 
tised by coupon or other means. Do 
(Continued on page 16) 
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380 Capitol Avenue 


Hartford 6, Conn. St. Paul 4, Minn. 


1000 University Avenue 


Help You 


Tell and Sell 
Settler 


Use these colorful presen- 
tation portfolios to forward 
material offered in your ads 

to dress up displays at 
conventions to present 
special campaigns to dealers 
and salesmen . . . and to dress 
up material which is handed 
out to customers. 

Curtis Salesfolios attract and 
hold attention, stimulate action 
. . . help to clinch the sale. 

Available in 14 different 
styles, standardized for your 
selection tailor-made to 


your specifications. 


Write for detatls! 


2630 Payne Avenue 
Cleveland 14, Ohio 


355 Marietta Street, N.W. 
Atlanta, Georgia 
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SPEED-UP YOUR ADDRESSING 
WITH EUREKA DUPLISTICKERS 


Use ‘‘Duplistickers'' for addressing al! duplicate mailings, direct mail 
advertising, bulky envelopes, samples, premiums, etc. Postage indicia 
**Duplistickers'’ serve dual 
purpose as address and seal on self-mailers and may be used on return 
cords. Package of 25 sheets (825 labels) 60¢ at leading stationery 
stores. White, blue, pink, green, canary, goldenrod, for color-coding. 
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can be printed on labels for bulk mailings. 


e Write for FREE 
Sample Package 


DUPLISTICKERS 


R 


are made only by 


DUPLISTICKERS speed-up addressing, reduce 
costs, increase efficiency. Typists address 4 or more 
copies in one operation on letter-size sheets of 33 
gummed, perforated labels. Paper is specially made 
for maximum number of clear copies. Ideal for mimeo 
and ditto duplicating. Clean, quick-part perfora- 
tions, uniform stick-fast gumming. Completely trouble- 
free in every respect. Absolutely foolproof. 


e Checks Prove: 
DUPLISTICKER Addressing 


Averages 27% FASTER 
than Addressing Envelopes 

























not expect a large volume of such in 
quiries. Strive to build a reputation by 
repetition. 


3. Sales Literature should include the 


following: 


a) Loose leaf catalog, with sheets de- 


signed for the maximum use; for in- 
formation and sales appeal and for mak- 
ing proposals to various types of pros- 
pects. 

b) A booklet containing applications, 
product details, suggestions and a check 
list of correct requirements and proce 
dures. This booklet should be offered 
in your ads to secure leads and list im- 
provements. 

c) At least one sales presentation cir- 
cular should be created for the sales 
force showing the complete line, or at 
least its major elements. Additional 
sales brochures on individual units 
and their applications should also be 
provided, if the budget permits. 

4. Directories 

a) Telephone classified advertising 
should be inserted in all directories 
covering major markets, and include 
some trading areas where there is no re- 
presentation. - This type of advertising 
should be largely financed by the local 
representative. 

b) Industrial directories—These have 
proved their value and should be a part 
of the program regardless of its size. 
5. Sales Promotion 

This includes contests, sales refresher 
courses, sales newsletters, schools, meet- 
ings, vital sales manuals, displays, 
shows, etc., that tie in with the adver- 
tising program. Of primary impor- 
tance is the selling of the advertising 
program to the dealer and the salesmen 
for they must provide the final link to 
getting the order, so we must sell it to 
the field to encourage more selling ef- 
fort. Sales promotion is a vital part of 
any well balanced advertising program. 
Resume: 

For several years I have been plan- 
ning and working toward a balanced 
program containing the above elements. 
Test mailings have been made to de- 
termine the best techniques for our use 
and this past experience will be very 
valuable in continually improving our 
results. Trade papers and business pub- 
lications too have been investigated and 
the progress made in them by our past 
campaigns will be followed up. 

Direct mail is still our most effective 
tool because we are attempting a na- 
tional advertising coverage on a very 
small budget and direct mail can give 
us that coverage with the least waste. 
In the past we have used general mail- 
ing campaigns to a general list which, 


16 THE REPORTER 





whi 
tice 
pres 
corr 
list 
thor 
thai 

F 
our 
sive 
type 
star 
list 
2 
a lis 
ope 
or! 
£4 
seps 
3. } 
poli 
witl 
tive 
4. 
offic 
well 
adv 

V 
cove 
it 
hed 
Are 

T 
paig 
toa 
req 
ordi 
ag 
whi 
pare 
tron 
can 
ber 
mer 
pose 
of 1 
adv 
whi 
are 
and 
and 
not 
I fee 
of t 
for | 
pros 
poir 
licat 
grou 
and 
are | 
paig 
and 
mar 
tion 
it is 
tion 


NOV 


in 
by 





while a common and acceptable prac- 
tice, does not use the medium to its 
greatest advantage. Our past efforts at 
compiling and maintaining a prospect 
list have also been disappointing, al- 
though the list obtained gave a better 
than average return. 

In the above outline I propose to limit 
our direct mail effort to a more inten- 
sive use of the medium on specific 
types of prospects. I propose that we 
start by building a very select prospect 
list as follows: 

1. Purchase from a reliable list broker 
a list of the major U. S. firms and their 
operating heads (those employing 500 
or more and rated AAA-1). 

2. Check it against the User List and 
separate any users. 

3. Make it the vehicle for reaching the 
policy making group in these industries 
with good sound mailing of the Execu- 
tive type. 

4. Gradually feed these names to our 
offices for checking and revisions as 
well as for personal follow-up of the 
advertising. 

While the basic prospect list will 
cover the major industries of all kinds 
it will not be suitable for special classi- 
fied groups, like Hotels, Banks, Chains, 
Architects, etc. 

Thus I propose the specialized cam- 
paign which makes a definite offering 
to a select group. This type of campaign 
requires preparation, planning and co- 
ordination with the field. It involves 
a great deal of field cooperation too, 
which must be gained by carefully pre- 
pared sales promotion. The results 
from such promotional drives however, 
can be well worth the effort in the num- 
ber of returns and in training the sales- 
men on special applications. This pro- 
posed advertising program includes all 
of the sound and accepted industrial 
advertising media used in the way 
which they are most effective. Omitted 
are newspaper, billboard, carcard, radio 
and television which are too general 
and too wasteful to consider and are 
not often used, in industrial advertising. 
I feel that a small but complete program 
of this kind can do a wonderful job 
for our Company. As you can see, this 
program reaches the top firms with 
pointed mailings and with business pub- 
lication ads. It reaches the special 
groups with pointed mailing campaigns 
and trade paper ads. The small firms 
are covered by the local self-mailer cam- 
paigns and also by the business paper 
and trade publication advertising, since 
many small firms receive such publica- 
tions. Thus even on a limited budget, 
it is possible to achieve an overall na- 
tional advertising coverage. 
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To Increase Your Pull’ 
Use 


FOR EVERY MAILING! 





¢ ‘‘Sure-Fire” Results 
* Easy to Use 
¢ Fast and Trouble-Free 


Auto-typed letters “outpull” ordi- 
nary form letters as much as 5 to 
1. That’s because they’re individu- 
ally typed on automatically con- MODEL 5100 
trolled typewriters . . . completely 
personalized . . . with no problem 
in matching fill-ins since the same 
typewriter is used. For the real 
“inside” on action-packed mail 
response, there’s nothing like 
Auto-typist! Write today for full 
information and sample Auto- 
typed letter. 


Get the “Pacts today, matt the Coupon now 


Small offices, as well as large 
ones, can now benefit from 
Auto-typist’s speed, efficiency, 
and economy. Operates any 
electric typewriter, with type- 
writer always free to use 
manually. 


AMERICAN AUTOMATIC TYPEWRITER CO. 
Dept. 211, 614 North Carpenter Street, Chicago 22, Illinois 


Please send me literature on the Auto-typist complete line and sample Auto-typed letter. 
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"This Ils Not 


A Sales Letter’ 


Anonymous 





REPORTER'S NOTE: Some of you may not 
like this article . . . because it may make 
you blush. It was written by an advertising 
manager who is a member of the DMAA, 
but who wants to remain “anonymous” at 
least for the present. He is taking a crack 
at those who send out phony or ill-advised 
questionnaires. If you want to answer him 

. send your letter to “Anonymous” c/o 
The Reporter. Or if you are one of the 
culprits . . . maybe you'll want to mend 
your ways. 





There have been too many of them 
lately . . . these letters that begin: 
“This is not a sales letter... ”, or 
“Will you be good enough .. . ”, or 
“The boss says... ”. As soon as I 
see these beginnings, I know what’s 
up. It’s a SURVEY. And it’s going 
to HELP ME and REACT TO MY 
BENEFIT. Or is it? Let’s look at 
five of them that came to me just 
recently. 

First, there’s the one that begins: 
“This is not a sales letter.” Oh, no? 
It’s from a reproduction equipment 
manufacturer and it includes this ob- 
viously neutral, unbiased, and, all- 
important question: “Do you think 
your bulletins would be strengthened 
if dramatized, illustrated, and _repro- 
duced in four colors? Yes — 
No —.” Well, I'll tell you, Mister. 
I think anybody’s bulletins can be 
strengthened by dramatization. I 
think illustrations can strengthen them, 
too. And 4-color bulletins ought cer- 
tainly be eye-catching. Now that I’ve 
played fair and answered your ques- 
tion, won't you answer one of mine? 
And, to quote you further, “I assure 
you that your generosity in giving us 
this information will be rewarded by 
our mailing you information of con- 
siderable value to you.” Here’s my 
question: Did you find anyone dopey 
enough to answer “No” to this 
question ? 


The second one is from a letter serv- 
ice—obviously a sharp outfit that knows 
the importance of having an up-to-date 
mailing list . . . but is unwilling to 
buy one or compile it from the usual 
sources. 

This is their pitch: “Briefly, we're 
trying to make our mailing list as near 
perfect as is humanly possible. Our 
records show you to be the man who 
buys Lettershop services for your firm. 
Is this correct? Or is this purchasing 
done by some other member of your or- 
ganization?” 

And what do I get for sticking out 
my lily white neck? He’s pretty frank 
about it: “I can’t offer anything in 
return except my gratitude and the 
hope that your requests of favors from 
other businessmen will meet with like 
success. That is the American way of 
doing things, isn’t it?” 

Maybe it is the American way and 
maybe it isn’t. Anyhow here’s my 
side of it. I’ve already spent $3000.00 
this year on letter services—with other 
companies who were smart enough to 
keep me posted on their facilities and 
their prices. Any further business 
along this line goes to them, too, be- 
cause they've always done a good job. 
That's the American way of doing 
business, isn’t it? 

I still feel pretty fresh—let’s plow 
through some more mail. This next 
fellow wants to know if “You'll be good 
enough to give me a bit of information 
that will be of great help to me?” 
Well, let’s see. So you’ve been send- 
ing me a series of one-page news letters 
under the general caption of BLAH 
BLAH! Sorry, Bud, they must have 
gone directly to File 13. And you'd 
like to know if the series has been of 
direct interest to me? And “More 
particularly, have we succeeded in con- 
veying to you one simple but highly 
important fact—that advertising in 


BLAH reaches the most active and 
thoroughly screened BLAH market in 
America?” Look, Mr. Ad Director, 
why don’t you glance through your con- 
tracts? I bought space in your paper 
last year—and this year—and I'll prob- 
ably do it again next year. But don’t 
ask me any more stupid leading ques- 
tions like that—not even if you enclose 
ten self-addressed envelopes—or you're 
going to undo all the fine work your 
space representative has done over the 
past two years. And P. S.: Save your 
postage. My vice-president isn’t going 
to answer your questionnaire either 
—he just sent his copy down to me 
with a note: “Who is this outfit?” 

Maybe you think the big outfits—the 
great big ones—wouldn’t do surveys 
like this. If so, you’re in for a shock. 
Here’s one of the world’s great photo- 
graphic equipment manufacturers sub- 
mitting a little four page gem. Of 
course, “We realize that you probably 
will not complete the form yourself, 
but will pass it on to others in your 
organization. In the case of additional 
plants, branches, etc., located elsewhere, 
will you include photographic data for 
them where applicable?” 

I'd like to help this outfit—honest, I 
would. But, look at the cast-iron ques- 
tions. For example, “Check nature 
and extent of your photographic ac- 
tivity.” Then they list 12 types of 
photo work and ask whether each is 
done “Daily, Weekly, or Monthly.” 
We do ’em all—as the need arises. We 
might go two years without a slide film 
and then make three in a single cam- 
paign. We use “product photography” 
whenever we get out new products 
—and that isn’t daily, weekly, or 
monthly. In fact, Mr. Researcher, it 
may surprise you to know that we often 
retouch old photos rather than take new 
ones. And many times we use wash 
drawings instead of photos. But you’re 
not interested in that—altho you should 
be. Then I’m asked what our average 
expenditure is per month for photo- 
graphy. It looks easy to answer, what 
with all the check marks available, but 
I just haven’t the time or inclination to 
tote it up and I’m not going to call on 
Accounting to do it. Your question- 
naire just isn’t practical . .. and I don’t 
think it will help anybody much. 

Let’s take just one more case. It’s 
a big steel company. They want to 
keep us posted on new developments, 
etc. But: “And I'll be darned if I 
can do this without more information 
on your company and the products 
you make.” 

So he encloses a card asking for the 
name of all officials, the products we 
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make—and the grades of steel used. | 
can find out these things easily enough 
—but why does he ask? We buy mil- 
lions of pounds of steel from them 
every year. Their own records show 
exactly what we need and buy. Futher- 
more, we need one special class of steel 
we're just drooling for and here they 
are trying to scare up new uses for it 
so we'll get even less than we're get- 
ing now. 

However, getting back to the basic 
point—why don’t they use their own 
records or ask their salesman? Every- 
body in our outfit knows him—we’ve 
been buying from him for years and 
years. We've even had him speak on 
our sales programs. And now they 
don’t even trust him to obtain the cor- 
rect names of his old pals the PA, the 
Chief Engineer, General Manager, etc. 
Hell, he even knows where the body 
is buried! 

All of which adds up to—what? 
How about establishing a couple of 
basic rules for survey experts on the 
strength of these cases? How about 
these for a starter? 


1. See if your own records don't 
already have the dope you want. 


~ 





2. Use your sales force—don’t undo 
their good work by shortcutting 
them as a source of information. 


we 


Forget this “mutual benefit” guff 
unless you really can back it up. 
You might take a tip from those 
who survey consumers and give 
something in exchange for the 
time required. A summary of 
results is often enough if the sub- 
ject matter of your survey is im- 
portant. 

4. Keep it clean—don’t try to sneak 
in a sales talk or to prejudice the 
answers by means of leading 
questions. 


i 


Ask yourself: “Is this survey 
necessary?” 


@ MUSICIANS will find it easier to 
make duplicate copies of scores with 
the service just announced by the A. 
B. Dick Company, 5700 West Touhy 
Avenue Chicago 31, Illinois . . . offer- 
ing four types of stencils which are 
die-impressed with staff lines for pro- 
ducing 10-staff, 12-staff, choral and band 
formats. Completed manuscripts are 
easily produced by adding notes and 
other music symbols by hand with a 
stylus. The mimeograph process is 
ideal for production of music manu- 
scripts because of the low cost per 
copy. Stencils may be filed and re-run 
if additional copies are needed. 
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——_——> EVERY OTHER STYLE 


THE HOUSE OF ENVELOPES AND ENVELOPE cas... 
GARDEN CITY ENVELOPE COMPANY 
3001 N. ROCKWELL, CHICAGO 18, ILL., PHONE: COmelia 7-3600 
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ARTHUR THOMPSON & COMPANY, 109 MARKET PLACE, BALTIMORE 2, MARYLAND 






Without obligation please rush your Christmas Portfolio 








A Sequel to Our August Report 


Another Report 


On A MESS 


by Henry Hoke 





NOTE: Even if you are not a New Yorker 
. . « this report is important to you. If the 
New York Order is upheld . . the trend 
may grow. It may spread to your state. 
So be on guard. 





After two more months of investi- 
gating the notorious Labor Department 
order against homework typing (for 
direct mail) in New York State . . 
I feel a little bit like Alice-in-Wonder- 
land when her recital of multiplication 
tables made 4 times 5 equal 12; 4 times 
6 reach 13; 4 times 7, “oh, we'll never 
get to twenty.” Or when Through 
the Looking Glass she recited: 


‘Twas brillig, and the slithy toves 

Did gyre and gimble in the wabe: 
All mimsy were the borogoves, 

And the mome raths outgrabe. 


Beware the Jabberwock, my son! 

The jaws that bite, the claws that catch! 
Beware the Jubjub bird, and shun 

The frumious Bandersnatch!” 


“It seems very pretty,” Alice said, 
“but it’s rather hard to understand.” 


To try to make it understandable 
let’s review the situation briefly. 


On July 12, 1950, Edward Corsi, 
Industrial Commissioner, signed and 
released Order #5 under the New 
York Industrial Homework Law ... 
fixing September Ist as the date on 
which all home typing, addressing or 
related mailing work would be regu- 
lated by the Department of Labor. 


In the August Reporter ...I printed 
every word of the order and revealed 
exactly why I (together with a lot of 
other people) thought it unconstitu- 
tional, arbitrary and undemocratic. 


Reprints of my original article (con- 
taining full text of Order) are still 
available . . . but here are the highlights. 


After September Ist, and only until No- 
vember 30, 1950—all employers of typing 
homeworkers must apply for a permit to 
employ such workers. (Price $25.00.) They 


20 


must also apply for a permit or certificate 
for each homeworker. 

Only those employing at least five typists 
in an established office are eligible for a 
permit. 

In no event can the work given a home- 
worker typist exceed the work produced by 
a typist employed at place of business. 

The rate of pay for homework typists can- 
not exceed, or be less than, the pay of office 
workers. 

The homeworker typist cannot have any 
other occupation. (The Labor Department 
says I erred in saying that home typists 
could not work for more than one em- 
ployer . . . but the employers are strictly 
regulated in amount of work they can give 
out and amounts paid in any period. So 
how could the jobs or pay be split or con- 
trolled? That's a joker.) 

The employer must pay transportation costs 
if home worker comes to collect work (even 
though transportation is not paid to office 
employees). 

The employer must pay reasonable expense 
for upkeep of the home typist’s machine. 

Then a lot of provisions about keeping 
records and their inspection (which would 
cause plenty of headaches). 

After March 1, 1951 (THIS IS IMPOR- 
TANT) no employer can obtain a_ permit 
to employ homeworkers unless 

(a) he continues to employ five office 
workers 
AND (b) he had a permit between Septem- 
ber 1 and November 30, 1950. (In other 
words . . . all new businesses would be 
frozen out completely. It would even apply 
to old businesses which did not know about, 
or which did not comply with, the Order 
prior to November 30, 1950.) 

After March 1, 1951 . . . the number 
of home typists “allowed” is to be strictly 
regulated. By a complicated system, which 
sounds like Alice’s Jabberwocky . . . but 
which we've been told means 

(a) no more homeworkers than the num- 
ber of typists employed in an office plus 

(b) a reduction of number employed to 
one homeworker for every two employed 
during the September 1, 1950 to March 1, 
1951 period. 


That gives you the essence or frame- 
work of Mr. Corsi’s order. 

In my August article J charged that 
the original pressure or idea for this 
order stemmed from the United Office 


& Professional Workers Union* . 

an outfit thrown out of the C.I.O. 
for being Communist dominated. They 
(UOPWA) want to be able to control 
the lettershop and mailing service in- 
dustry (but so far have succeeded in 
organizing only fifty shops in a national 
total of about 2500.) 

But aside from its sponsorship . . . 
I attacked the order for its arrogant 
unconstitutionality. Typing (clerical 
work) is not manufacturing (which is 
what the Industrial Homework Law 
covers). Why should Mr. Corsi or 
anyone else say that you cannot have 
typing done at home unless you employ 
five typists in an office? Why fix a 
definite day after which no one could 
employ home typists for a new busi- 
ness? Why should amounts of work 
be limited? (A smart experienced 
former secretary may be able to type 
a lot faster at home than an inexperi- 
enced girl in an office.) Why should 
Mr. Corsi, or anyone else, prevent 
women with children or dependents 
from typing at home? Why... why 

. why ... a lot of things. 

In other words, we thought the whole 
situation smelled to high heaven 
and we asked our readers to do some- 
thing about it. They did. 

That article in the August 1950 Re- 
PORTER caused more rumpus than any- 
thing else we’ve written since 1940 
and 1941, when we exposed the misuse 
of the mails by un-American and un- 
democratic forces. 

Hundreds of people have written to 
us, to Governor Dewey, to Mr. Corsi, 
to State officials, or Assembly members. 
An undetermined number of organiza- 
tions have filed or written appeals to 
the State Board of Standards and Ap- 
peals. (I know of about sixty definitely 
accepted appeals.) In a few instances 





* Incidental intelligence. 

To confuse things more than they are 
now confused . . . the United Office & 
Professional Workers Union which started 
campaigning for direct mail homework eli- 
mination back in 1942 or °43 has gone 
through a merger. Victor Riesel, the noted 
Labor Columnist, thinks the whole set up 
should be labelled “Merger, Inc.” Harry 
Bridges and some of his cohorts are setting 
up a new Communist Labor Federation. As 
part of the move, The United Office & Pro- 
fessional Workers, have been merged with 
the Distribution Workers Union and with 
the Food, Tobacco and Agricultural Workers 
Union into something now known as the 
Distributive, Processing and Office Workers 
of America. New head, Arthur Osman, 
whose name ,is worth remembering. All 
three of the mergees have notorious records 
for “communist-domination.” This reporter, 
for one, doesn’t want to see the direct mail 
business dominated or influenced by this 
dripping red outfit. 
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we've been kicked in the pants verbally 
for bringing this thing out in the open. 
“None of your business” or “you didn’t 
know the real facts.” There has been 
pressure to make me shut up. But I 
don’t “pressure” easily. 

I went to Albany . . . to the Board 
of Standards . to try to find out 
what was happening to the appeals 
and to the protesting letters. That’s 
when I began to feel like Alice-in- 
Wonderland. I always thought, in a 
naive sort of way, that our Constitution 
or Bill of Rights or democratic some- 
thing-or-other gave each citizen the ir- 
revocable right to petition his govern- 
ment and appeal against real and/or 
imagined wrongs. Technically, that’s 
correct but it’s difficult. Very 
difficult. 

Here’s what the Counsel to the Board 
of Appeals wrote to one irate petitioner: 

Please be advised that any party affected 
by an order made by the Industrial Com- 
missioner who considers his rights have been 
prejudiced, may apply to this Board for redress 
by filing a verified petition with this Board in 
accordance with the provisions of Section $110 
of the Labor Law. Compliance with | this 
procedure is an essential requisite in order 
that the Board may take cognizance of your 
complaint. 

I am enclosing a copy of the rules of the 
Board wherein you will find under Article 
2, page 4, the precise procedure for pro- 
secuting a proceeding to test the reasonable- 
ness of the above order. 

It may be of interest to you to know 
that there is presently pending before the 
Board a number of petitions in which the 
above order is being challenged. However, 
in the event you desire to avail yourself of 
the stay provided in subdivision 2 of Section 
£110 of the Labor Law, you will be re- 
quired to file a separate petition in your 
name. 

Should you desire any further information 
respecting this matter, you are privileged to 
communicate directly with me and I shall 
be pleased to offer you any assistance ap- 
propriate in the premises. 


It’s darned nice to be privileged to 
ask for appropriate assistance in the 
premises. But I found out in 
Albany that the individual petitioner 
must be a “party of interest”; each 
petition must be in legal form on legal 
sized stationery and shall be confined 
exclusively to questions of validity or 
reasonableness of an Order. All the 
letters and appeals which didn’t fit 
these requirements were not recognized 
as “appeals” and the “stay of 
enforcement” provided by Law does 
not apply. Bluntly, to file an appeal 
and obtain a “stay” you must employ 
a lawyer and go through all the neces- 
sary red tape (which is enough to dis- 
courage most any average citizen). 

And the letters which went to Gov- 
ernor Dewey and other State officers! ! 
What happened to them? They were 
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sent to Mr. Corsi for “attention.” And 
Mr. Corsi, being very busy with a 
Mayoralty campaign, turned the letters 
over to an assistant who wrote a two 
and a half page letter in behalf of 
Governor Dewey and Mr. Corsi, ex- 
plaining why Order #5 was and is 
just what the doctor ordered for the 
Direct Mail Industry. The letters are 
personally typed and are signed by the 
lady who is in charge of Industrial 
Relations for Women in Industry. 

I have seen a lot of these letters and 
they are all the same. Alice couldn’t 
be any more bewildered after reading 
them. I spent several hours at the New 
York office of the Labor Department 
discussing this letter and the Order 
itself... but didn’t get very far. 

Mr. Corsi’s office thinks it has juris- 
diction over home typing in spite of 
previous Court decisions and other legal 
opinions and that’s that. The 
Department intends to enforce the 
Order and will prosecute offenders. 
The Department seems slightly shaky 
on a few points—because exceptions 
have already been made on home typ- 
ing for religious, civic and _ political 
groups. Also the home typing (cut- 
ting) of Elliott stencils has been granted 
an exception. 


I wish we had room to print the en- 
tire letter sent by Corsi’s office to the 
people who complain . . . but a lot of 
you have seen it, and THe Reporter 
is crowded. 

The letter complains that some em- 
ployers have deliberately distorted the 
effects of the Order (?). It complains 
also that the complaints seem to have 
originated from a “common source” 
(meaning THe Reporter, which was 
the only publication to make the entire 
Order public). 


The letter attempts to give the back- 
ground of the Order. It states that 
officials of an employers group repre- 
senting firms employing the majority 
of employees in this industry, together 
with union representatives, requested 
the Commissioner to look into the 
situation . to stop exploitation of 
homeworkers . . . to stop unfair com- 
petition between homeworkers and 
office employees, etc. 


That is unadulterated bunk, built 
around a kernel of fact. We have 
learned that a lawyer representing a 
group of employers with unionized 
shops did go along with the union in 
asking for the gradual elimination of 
homework by strict controls. But his 
claim of representation of “a majority” 
was a little farfetched. There are only 
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“NO ROOM...NO ROOM!” 
CRIED THE MAD HATTER! 


Why pay premium office-space rentals 
for your mailing-lists, addressing equip- 
ment and Direct-Mail personnel, the year 
around... why crowd your organization 
from January to December to make room 
for employees and mailing equipment 
that you use only a few days, or hours, 
at a time... when you can have all the 
low-cost room you need, PLUS an in- 
stantly flexible mailing organization, by 
transferring all your mailing operations 
to Circulation Associates? 


No room? Even the Mad Hatter would 
say there’s plenty of room in the 40,000 
sq. ft. in which we maintain more than 
20,000,000 stencils for many of the coun- 
try’s most active users of Direct-Mail... 
plenty of room for all the stencil-cutting, 
filing, addressing and mailing that you 
need... plenty or room for the accurate 
fulfillment of orders and subscriptions 
by experienced personnel who do nothing 
else from one year’s end to the other! 
Plenty of room, in which we now handle 
part or all of the mailing operations of 
leading Direct-Mail users in almost every 
conceivable business, industry and serv- 
ice, including your own! 


Solve all of your mailing problems, now 
and finally, by turning them over to 
Circulation Associates. Write, ‘phone or 
wire today! 


Write today for your free 
copy of “TWO SOFT- 
BOILED EGGS—AND A 
KIND WORD”...a specially 
prepared brochure that will 
give you a few chuckles... 
and a lot of ideas about han- 
dling your Direct-Mail! 


CALL COLUMBUS 5-3150 


CIRCULATION ASSOCIATES 


List Maintenance and Addressing * Speedaumat, Address- 

ograph and Elliott Stencils * Triple-Head Multigraphing 

¢ Offset and Letterpress Printing * Mailing Operations 
« Complete Direct-Mail Campaigns « 


1745 Broadway « NEW YORK 19, N.Y. 
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about 40 unionized lettershops, out 
of about 500:in New York State. I have 
checked as carefully as possible, and 
those 40 shops certainly do not employ 
a majority of typists in the so-called 
industry, either statewide or national. 


shops are in favor of the drastic home- 
work order. A lot of the 40 are vi- 
olently opposed, but for various rea- 
sons, cannot say so openly. In other 
words, the mess is made more of a 





Checking further, I find 


PROFIT 
PRODUCING 


INDUSTRIAL LIST BUREAU 
45 Astor Place, New York 3, N. Y. 


that 


few of the owners of the 40 unionized 





mess by the Labor Department’s letter 
darn of explanation or defense of Corsi’s 
Order. It starts on a false premise. 
An unofficial survey was made at the 
recent Mail Advertising Service Assn. 
Convention. It was reported to me that 
90 to 95°. of the lettershops in New 
York City are opposed to the Order 
restricting homework. And 100°, of 
shops outside of New York City proper 


are opposed. So my original article 
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“Required Reading” 


for Direct Mailers 
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Three valuable books for the library of every 
user of the mail to get ideas to train employees. 

Harrie Bell has put in readable book form the 
lecture course he has given successfully for the 
past eight years. It is a solid, substantial out- 
line of basic Direct Mail principles 

In “Dogs That Climb Trees” Henry Hoke has 
told a humerous, fast-moving story of his ex- 
periences in learning about Direct Mail from his 
lettershop days in Pittsburgh to his editorship of 
The Reporter. 


‘Cordially Yours” tells how Jack Carr learned 
the letter writing game from life and how to get 
ideas. It includes 175 of the best examples of 
Carr Cordial Contracts out of 15,000 letters he has 
written for customers. Most of them can be 
adopted for today’s use 


Send Your Order by Mail to 


Graphic Books, Inc. 


17 East 42nd St., New York 17, N. Y. 
Phone MuUrray Hill 2-7424 


pee copy(s) Bell Book @ $4.00 
copy(s) Hoke Book @ $1.50 
..copy(s) Carr Book @ $5.00 


Fill in space above, clip and attach to your letter- 
head Mail to us, and we'll bill you when shipped. 


Ba) 0; 0 0 


was correct. A small organized group, 
for various reasons of expediency, sided 
with the red-tinted Union in getting 
this order put through over the un- 
organized protests of a majority in 
the mail production business and with- 
out considering the feelings of the 
homeworkers, the mail order people, 
or the plain users of the mail. 


Most of the stuff about exploitation, 
low pay, etc. is also the bunk. All 
workers are now protected by Federal 
minimum wage law. The industry 
itself has been cleaning its skirts. The 
union claim that office typists are put 
out of work by home typists is equally 
silly. Most of the shops can’t get 
typists for peak loads. Some evidence 
at Corsi’s public hearing was planted. 
Under Union dictation, workers testi- 
fed to losing jobs . . . because of home- 
work competition . . . but they were 
recognized as being employed. One 
shop owner I know recently ran classi- 
fied help wanted ads for typists. He 
didn’t get one single full time worker. 
About six part time. Employment 
offices couldn’t supply. He switched 
to homework ads .. . and received more 
than 500 applications. So what? 


The Department of Labor, in its let- 
ter, now claims that the Order does 
not seek the gradual elimination of 
homework—but the transmittal letter 
mailed with the Order on July 12th 
by Emily Sims Marconnier of Mr. 
Corsi’s office definitely stated, “in order 
to provide strict control and gradual 
elimination of industrial homework.” 

I asked representatives of the Depart- 
ment of Labor a number of questions 
about this letter and the Order. I re- 
ceived strange answers. “Did they 
check to find out if representations of 
‘a majority of the industry’ were cor- 
rect?” Answer: “It wasn’t their business 
to check.” 


“Who set the minimum of five em- 
ployees as a requirement for getting 
a permit?” Answer: “We'll give ex- 
ceptions if there are hardships.” 

“Who gave Mr. Corsi the authority 
to fix November 30th as a deadline 
after which you cannot ever get a per- 
mit to employ home typists?” Answer: 
“Well, you can’t go into the Taxicab 
business in New York.” 


“How can any reasonable person say 
that after March Ist you can only em- 
ploy half as many home typists as you 
employed between September 1, 1950 
and March 1, 1951? Suppose business 
is twice as good in March or April as it 
was in October?” Answer: “That's 
too bad . . . might be changed if supply 
of office workers not available.” 
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“In other words, the Department of 
Labor is in favor of restraining trade 
rather than increasing it. Has anyone 
considered that this Order is a direct 
attack on direct mail as a medium... 
by restricting number of people who 
can employ addressers and by restrict- 
ing the number of homeworkers?” 
Answer: “The glove manufacturers 
were very happy when all gloves were 
made in a factory. Better quality, 
supervision, etc “ 

And so it goes. 

I still think the situation is a mess. 
It’s too bad that there is so much di- 
vision of opinion and effort. The sixty 
or more concerns which have filed ap- 
peals are going along as usual. No one 
knows when public hearings on the 
appeals will be held. Or what Board 
will rule. 

There are three or four different 
groups talking about fighting or trying 
to fight the Order. The homeworkers 
themselves are disorganized and leader- 
less. There are about 4000 of them 
around the New York metropolitan 
area (an estimated three to four thou- 
sand in other sections of New York) 
and they may be put out of business if 
the 1447 (approximate) union people 
get their way. And, of course, there 
are the users of direct mail . . . sitting 
on the sidelines without leadership, 
except for any fuss we can stir up in 
Tue Reporter. The users will even- 
tually suffer from slower work and 
other things. 

I think all the groups and _indi- 
viduals who are opposed to putting 
direct mail operations under the New 
York Labor Department should get 
together. Lettershops, mail order oper- 
ators, list brokers, homeworkers and all 
“parties of interest.” Raise a war fund 
Whatever is required. Employ the 
best legal talent available. Let that 
legal talent draw up a standard appeal 
form which will fit the requirements 
but which everyone can sign simply. 
Show the Board of Appeals a strong 
front. Let the legal talent prove that 
Corsi’s order is beyond his jurisdiction 

and that it is unreasonable in 
every provision. That’s the only way 
to lick it. If the Board of Standards 
upholds the Order . . . take it through 
the courts. 

Tue Reporter staff will be glad to 
act as a liaison task force. 

If any of you readers would like to 
help in such a plan, let us know. We'll 
get your message into the right hands 

. and we'll also let you know. what’s 
happening. 

I liked the letter one of our battlers 
wrote to Miss Marconnier. after receiv- 
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ing the two and a half page letter in 
behalf of Governor Dewey and Mr. 
Corsi. He wasn’t fooled by the ex- 
planations nor the “ ‘twas brillig, and 
the slithy toves did gyre and gimble in 
the wabe.” 


He ended his letter: 


You will pardon me if I say that I think 
this entire matter is just one more invasion 
by the state into the rights of individuals, 
and your arbitrary setting up of hours and 
conditions of work within the person’s own 
home is a violation of personal liberty. I'm 
really surprised that you have not stipulated 
the kind, amount and temperature of the 
breakfast food to be eaten by the homeworker 
before he or she starts work on the type- 
writer which is his own property and which 














to here... 


operate efficiently. 








it’s a matter of Envelopes 


Having the correct envelope for each particular 


use is a “must” if your mailing department is to 


U.S.E. provides a Mail Master Kit (shown at 
right) which contains the answer — with samples 
— to a number of first-, third- and fourth-class 
mail problems. The wall card shows envelope 
types and sizes, making it easy to pick out the 
proper envelope every time. Ask your printer or 
paper merchant, or write directly to us for a free 
copy of the U.S.E. Mail Master Kit. 


UNITED STATES ENVELOPE COMPANY & 
General Offices + Springfield 2, Massachusetts 


DIVISIONS FROM COAST TO COAST 


may be damaged by his kids, but which 
the employer pays the maintenance on. 

Business men are getting increasingly helpless 
in the clutches of state bureaus like your own, 
and individual initiative is steadily being 
strangled by just such Orders as this one. 
Truly, we are in the midst of a creeping 
socialism . . . and I have no doubt that one 
ot these days they'll cart Mr. Hoke and me 
off to some chopping block for dissenting with 
the all powerful state. 


It could happen . . . but not yet. 
I was expecting anything . . . when 
the fireworks started after our August 
article. But freedom of opportunity, 
freedom of expression and all the other 
freedoms are worth fighting for. What 
do you think? 
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MORE PROFITS 
FOR YOU IN 1951 


from one-time addressing 
to YOUR Customer, Inquirer or 
Prospect Lists for 





MOSELY VOLUME 
MAIL ORDER 
SELLER CLIENTS 


The MOSELY ORGANIZATION 
sells the arrangements, follows 
through all the way with its 
DEPARTMENTALIZED GROUP 
SERVICE—has sent over 25,000 
checks to list owners like you. 
REGISTER YOUR LISTS 
EXCLUSIVELY MOSELY today! 


(Dept. R-11) 


MOSELY 


Selective LIST Service 


38 Newbury Street 
Boston 16, Mass. 
COmmonwealth 6-2380 


““MOSELY sends the CHECKS"'! 

















SALES LETTER “STODDERS" 





| “A AUGUST TIGER 


545 Fifth New York 17, N. Y 
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MAIL CO s 
DIRECT-MAIL COMBINE-VELOPES 
The 4-in-1 Direct-Mail Soles Package 
Include Outgoing Envelope, Sales 
Letter, Order Form, Return Envelope. 
Delivered Ready to Address. 
W rite 
THE SAWDON COMPANY, INC. 
484 Lexington Ave., New York 17, N. Y. 








When you Remember 


peta WM. F. RUPERT 
RECENT | Compiler of NATIONAL 


BIRTH LISTS EXCLUSIVELY 
BIRTH for the past fifty years. 


90 Fifth Ave., New York 11 
LISTS "OR 5.3523 - 











One Advertising Man 
to Another 


GEORGE KINTER’S MONTHLY LETTER EXPRESSING 
ONE MAN’S OPINION 


This, Henry, may be my swan song. 

You have probably heard that Pitts- 
burgh hasn’t had a newspaper for the 
past three weeks, all because the wrap- 
pers and mailers struck for more than 
the $112.00 per week they have been 
getting. Well, a professor in one of 
Pittsburgh’s colleges was struck with 
the idea of starting a course in news- 
paper wrapping and mailing. While 
he figured that such a course would 
require at least an hour, it would prove 
more profitable than a course in higher 
mathematics, law, business administra- 
tion or even advertising. 

After a bit of figuring, I’ve come to 
the conclusion that the Prof. has some- 
thing there. One hundred and 12 
bucks for a 35-hour week, figures about 
$3.20 per hour. The hours I put in at 
advertising, scrivening and _ helping 
manage a small print shop amount to 
better than 100 hours a week, not 
counting the time I lie awake nights, 
thinking up iayouts, mentally writing 
copy, toying with ideas to be scrived 
for THe Reporter and worrying about 
the print business payroll. 

Three hundred and twenty bucks at 
straight time would be $320 bucks a 
week or $16,640 a year, but if I be- 
longed to the Mailers’ and Wrappers’ 
Union I'd get time and half and double 
time for the hours over 35 per week 
which would bring my earnings to 
well over $20,000 per year. 

I realize that $20.000 would be mere 
peanuts to the top-flight ad men who 
write singing commercials and dream 
up ideas for advertising in comic-strip 
technic, but 20 thousand bucks would 
keep me nicely and enable me to switch 
from Calvert to a good bourbon or 
Scotch. 

Anyway, I’m going to look into this 
course and if you don’t get a piece 
from me for next month, you will get 
one of the papers I'll be wrapping. 

In the meantime, figuring that this 
will be my swan song, Ill try for some 
sweet notes: 

Your post-convention issue has not, as 
yet, reached me but I gather from the 
meager reports carried in the advertis- 


ing press which is more interested in 
radio, television, magazine and outdoor 
advertising than in direct mail, that the 
convention held some interesting  ses- 
sions. The report I read gave Mr. 
Russakoff (who, at one of the panel 
sessions, declared that “advertising peo- 
ple have done too little thinking about 
the little fellow in business”) only two 
short paragraphs, I feel pretty sure he 
said more than that, but even that much 
gave me the hunch that his thinking is 
right down my mental alley. 

Two paragraphs on the house organ 
session made me sorry that I was not 
privileged to sit at that table. It seems 
that “feelings were that if the public 
relations director could handle the in- 
stitutional ad problem exclusively, the 
bad points would be eliminated.” And 
chances are I would have left my seat 
at the table to pat on the back the 
h.o. editor who cracked, “But you can’t 
tell that to the boss.” 

Maybe you had something, Henry, in 
your footnotes to my _pre-convention 
piece and I’m really sorry that I didn’t 
pack my razor and tooth brush and 
register at the Roosevelt for the week 
of October 2nd. 

Another note to sweeten what may 
be my swan song is a “Hail” to the 
hard working old boys on the Federal 
Trade Commission. I learn that they 
are really making it tough for the 
patent medicine makers. For instance, 
Miles Laboratories will have to use 
two more words on the labels. The 
labels will now have to read: “Follow 
the label, avoid excessive use,” instead 
of merely “Use only as directed.” I'll 
bet that was the brain child of Lowell 
Mason. 

Another note that is sweet and low is 
touched in sympathy for the makers of 
Camel cigarets. With eight smokers 
of their fags on the Philadelphia team, 
(pictured in an ad after the pennant 
winning) it lost the world series to the 
Yanks. This may give those “more 
doctors” something to worry about. 

From that low note I soar into a 
high one for the Noxzema. For years 
I have criticized the Palmolive people 
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for making it possible for only two 
women out of three to have a lovelier 
complexion and to get same, have to 
rub the suds of their soap into their 
skins for fourteen days, but they sat 
back with their 35 doctors and did 
nothing about increasing the percentage 
of women made lovelier or cutting 
down the time to attain loveliness. 

Now, along come the Noxzema peo- 
ple who sat down with only one doctor 
and came up with “four simple steps” 
to give 4 women out of five lovelier 
complexions in only ten days. 

Also a note of praise for the cast-iron 
stomachs of Wallace F. Traendly, 
McGraw-Hill publisher of Chemical 
Engineering, Edwin D. Fowle, M-G 
Publisher of Textile World and Food 
Industry and John Kasten, vice-presi- 
dent of the Industrial Advertising Asso- 
ciation, who are pictured in a John 
Mather Lupton release with happy 
smiles as a couple of dogs sniff their 
fried chicken. Could be, however, 
that the happy smiles are for the 
“lovely” Conover cover-gal who put 
the pups on the luncheon table for a 


publicity stunt in the promotion of 
Chemical Engineering. 

The only sour note in what may be 
my swan song, is sung in disdain for 
the medicine-show magnate who turned 
$2,500 into $7,000,000 during the last 
few years—Senator Dudley LeBlanc. 
In fact it is reported that he was offered 
$10,000,000 for his Hadacol business. 

This man who made a fortune on the 
gullibility of the public is seeking a 
parrot that will distinctly say, “Polly 
wants Hadacol.” This certainly is evi- 
dence that Dud is losing faith in the 
gullibility of the public. With radio 
station studios full of human beings— 
or near that—who are repeating the 
same line over and over and over, it 
doesn’t occur to Dud, that a bit of 
skin— or rather feather-grafting would 
turn one of them into a parrot that 
would fool the kind of people that in- 
creased his bank account from $2,500 
to $7,000,000. 


REPORTER'S NOTE: No swan song for you. 


George. Keep on griping. The advertising 


business needs it. 


In Your Business Letters... 


Are You a Reluctant Dragon? 


by Lawrence Freeman 





Reporter's Note: Here's an interesting angle 
on busi correspondence. It was written 
especially for The Reporter by Lawrence 
Freeman, Assistant to the Dean and Associate 
Professor of Busi Cc ication, Univer- 
sity of Oklahoma. Norman, Oklahoma. It 
should he'p to cure you of indecision-itis! 











In an essay entitled “On the Various 
Kinds of Thinking,” James Harvey 
Robinson identifies the thinking in- 
volved in the making of decisions as the 
one type most commonly used by man. 
At its best, where truly important de- 
cisions need to be made, this type of 
thinking calls for real creative effort on 
the part of the mind; at its worst, de- 
cision-making thinking is a_ time- 
waster, an evil consumer of precious 
mental energies that should be given 
over to constructive, creative thinking. 

Too often in business letter writing, 
decision-making thinking appears at its 
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worst, reflecting habits of mind that are 
neither business-like nor well-ordered. 
The letters themselves are evidence 
of fuzzy thinking, of considerable fuss 
and bother, of wasted mental energy 
over problems of a kind that should be 
dispatched quickly and with little men- 
tal effort. When they are thus handled 
in a forthright manner, the mind is 
left free to consider problems of real 
importance. 


This dalliance with minor problems 
becomes the curse of many business 
writers. Their letters reveal minds 
plagued with indecision. They are 
unable to say “yes” or “no” or even 
“perhaps” or “maybe,” and they stew 
and fret for hours, damaging what men- 
tal powers they may have in trying to 
come to a decision. Like Ado Annie 


(Continued on page 26) 
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“... we are able to get out more letters 
» 


than ever before... 
(Signed) 
Joseph S. Schapiro 
National Metal & Steel Corp. 
Terminal Island, California 
Users report, in letters like the above, 
increased secretarial output of nine 
times and better. 
Robotyper automatically types letters, 
memoranda, invoices, etc. Yet personal 
inserts of names, dates, and amounts 
can be made by hand. 
Robotyper personal letters get results 
—as many as ten times the results 
obtained from “form” letters. See how 
economically Robotyper can increase the 
results of your direct mail program — 
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CORPORATION! 
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With him, it's “who cares?” when 
reply cards are mixed, mislaid or 
misdirected. But he can’t mix or mis- 
lay a REPLY-O card...it’s always 
with the letter! Be safe! Use REPLY-O 
LETTER. It carries your (already 
filled-in) reply card in an exclusive 
slip-out pocket—needs no pencil, 
pen or fill-in. 

Whether your mailings are to indi- 
viduals or organizations, your 
returns will be better with REPLY-O 
LETTER. Example: 


‘When final results were compiled, 
Reply-O Letter did 26% better... it is 
our intention to use Reply-O Letter con- 
siderably in the future.” 


The National Research Bureau, Inc. 


Send for sample letters and free copy 
of "IT WAS ANSWERS HE WANTED." 


USE THE 
REPLY- 0 


LETTER 
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PRODUCTS COMPANY 


150 WEST 22nd ST., NEW YORK 11 
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in Oklahoma, they can't say “no.” 
They can’t say “yes” either. They are 
the reluctant dragons, letter writers 
who are unable to grant or refuse a 
simple request, write a simple inquiry 
or make known what kind of an ad- 
justment they want in a claim letter. 
Here is a typical example. Apparently, 
the writer is answering a request for a 
pamphlet. 


Dear Mr. Jones: 

Your request for a copy of our pamphlet 
entitled “Park and Shop Plan for Smaller 
Cities” has been directed to me for a reply. 
I regret that it now appears unlikely that we 
shall be able to supply you with a copy of 
this pamphlet for the following reasons. 

The pamphlet you request was brought out 
at great expense to us by a firm of highly- 
paid consulting engineers. Not only was it 
published at considerable cost, but it also 
contains information of a technical nature 
that would be of little value to anyone but a 
civil engineer or a traffic expert. 

It was our original intention to supply it 
to staff members concerned with traffic in 
cities with populations of 35,000. To dis- 
courage nuisance inquiries we placed a charge 
of $5 on the pamphlet, although the cost to 
us was much greater. Actually, it would 
hardly seem suitable for your use since you 
live in a city that has a population under 
35,000. 

However, it now appears that we may have 
a few extra copies. Consequently, if you 
still wish to receive a copy of it, please let 
us know, and we shall try to arrange to pro- 
cure one for you. 

Sincerely yours, 


What a case of indecision-itis! To 
spend all that energy and still not say 
“yes or “no”—how futile! Suppose 
you had made the request and received 
such a letter in answer? Naturally, 
you did want the pamphlet or you 
wouldn't have written for it. But now 
—you don’t know whether you want it 
or not. Maybe you, too, have picked 
up indecision-itis just from reading the 
reply to your simple request. 

Why not turn down the request like 


this: 


Dear Mr. Jones: 

Thank you for your letter requesting a 
copy of our pamphlet entitled “Park and Shop 
Plan for Smaller Cities.” I am complimented 
that you think the plan sufficiently important 
to remuest it. 

As you are aware, I am sure, the pamphlet 
is restricted in distribution to staff members 
of engineering departments in cities over 
35,000 population. Consequently, you will 
understand why we are unable to comply 
with your request. 

Should vou have a specific question con- 
cerning the plan as it may apply to your 
city, I shall be glad to answer it. 

Sincerely yours, 


Or why not grant the request like 
this: 


Dear Mr. Jones: 

Here is your copy of the pamphlet entitled 
“Park and Shop Plan for Smaller Cities.” I 
im pleased to send it to you. 


While it is designed primarily as a plan to: 
cities having a population of over 35,000, | 
am sure that you will find in it material that 
may suggest a solution to your problem. 

Should you desire additional information 
about the plan, please let me know. 

Sincerely, 


Writers of claim letters seem to be 
particularly susceptible to the disease 
ot the reluctant dragon—indecision-itis 
—as adjustment managers are well 
aware. Suppose you, an adjustment 
manager, received the following letter: 


Gentlemen: Attention of the Adjustment 
Manager. 

1 purchased a pair of brown blank shoes at 
your store on a visit to your city January 5th. 
lo my dismay, the right shoe has a thin cut 
through the leather, about one-eighth inch 
over the sole, near the small! toe region. The 
cut will allow water, dirt, and cold air in, for 
it is nearly one-inch in length. However, it 
is unnoticeable at a glance. 

The cause of my dismay is not attributable 
to your store or its personnel. You have a 
fine store, and as often as I have purchased 
merchandise there, I have always received 
efficient service and have never found fault 
with the store, the clerks, the service, or my 
purchases. 

The shoes are not covered by a guarantee 
as I understand it, since I bought them on sale. 
However, the one shoe being useless makes 
the other shoe useless. I would prefer another 
pair of shoes with the same specifications as 
to size, color, and type, or a black pair. If 
not, please credit my account for the price of 
the shoes on my next purchase of a pair, or 
send me two of the sport shirts, size 1514 
34 or 35 sleeve length, the price of which 
is advertised as the same as the shoes. 

I am earnestly awaiting your explanation 
for the cut in my shoes, which I have worn 
only in my home to get accustomed to. 

The shoes will be sent to you as soon as 
I receive the shirts. 

Sincerely yours, 


What a pitiful plight the writer must 
be in! By comparison with him, Cas- 
par Milquetoast is a man of dynamic 
forthrightness. But what about the 
adjustment manager? If his time and 
mind were worth anything at all, he 
probably called the customer in, gave 
him a new pair of shoes, the shirts he 
wanted, and a bonus, just to get him 
out of the few grey hairs he may have 
left. 

Why didn’t the fellow write: 


Gentlemen: Attention of the Adjustment 
Manager. 

On January 5th I purchased a pair of blank 
shoes at your store. My copy of the sales 
slip is enclosed in the attached parcel con 
taining the shoes. 

If you will examine the right shoe, you will 
find a thin cut in the uppers, about an inch 
long, in the toe of the shoe. Both your sales- 
man and I overlooked this defect when I 
tried on the shoes, but I discovered it soon 
after I arrived home. 

I shall appreciate your sending me another 
pair in the same size and color: or, if none 
are available, please send me a credit slip 
showing the charge cancelled on my account 

Sincerely, 
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Now it may be true that some writers 
use the expansive method of the dragon 
in the belief that they are saving the 
reader’s feelings. Perhaps they are 
motivated by such a desire, and so 
they make no clear-cut statement of 
what they want the reader to do or 
what they intend to do. Such a desire 
is, of course, praiseworthy and should 
be encouraged, but it should not be 
encouraged at the expense of explicit- 
ness. Don’t be a reluctant dragon! 
Tell the reader what he needs to know 
in order that he may do what you want 
him to do. 


DIRECT MAIL 
DOLLAR VOLUME 


The dollar volume of direct mail 
advertising used by American business 
for the first nine months of 1950 was 
$646,133,265.00, according to figures 
released by the Direct Mail Adver- 
tising Association. 

The breakdown by months is as 
follows: 


January 73,325,234 
February 66,916,269 
March 79,027,650 
April 71,931,795 
May 72,443,746 
June 70,540,056 
July 66,276,291 
August 71,973,878 


September 73,698,345 


HORSE SENSE FOR 
MAILING LISTS 


Read this interesting letter about mail- 
ing lists. 
Dear Mr. Hoke, 

Everyone sooner or later takes type- 
writer in hand to have a crack at ad- 
vertisers who are too indifferent or 
careless to keep their mailing lists up 
to date. In my experience, magazine 
men—particularly those who try to sell 
space to advertising agencies—are 
among the worst offenders. 

A short time ago you mildly sug- 
gested that these advertisers be more 
careful in the abbreviations (such as 
S. B. for Space Buyer) they use. 

More important, to my mind, is pay- 
ing attention to changes in agency per- 
sonnel. Once an agency man gets on 
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a list, it seems, death itself can’t get 
him off. An associate of mine in a 
Philadelphia agency left the company 
around 1940. Under a variety of 
aliases, he is still being addressed at 
the agency where he hasn’t been for 10 
years. 

I myself have had a new address foi 
almost a year. Being still in the same 
line of business, I wrote a number of 
publishers and suppliers and asked 
them to change my address. But much 
of the old mail is still being directed to 
me at the old address. Some is caught 
and re-routed by the post office, at some 
cost to the taxpayers, including me. 

There are directories of agency people 
which are revised frequently. Wonder 
why they're not checked when making 
a drive for subscriptions. Certainly it 
costs money to maintain a good mail- 
ing list. But does it cost any more than 
sending costly mailing pieces to wrong 
names? 

Another ludicrous waste of money 
is sending several identical pieces to 
the same person. Sometimes there is 
a slight difference in the stencils used, 
but I have frequently had two or three 
pieces which seemed to me all to have 
been addressed with the same stencil. 

Maybe it’s time for an article on 
checking over mailing lists with a bit 
of horse sense. 

Harrison M. Terrell 

2300 Market Street 

Philadelphia 3, Pennsylvania 
REPORTER'S NOTE: Your letter, Mr. Terrell. 
is a good article . . . it needs no further 


comment. We agree with you 100% . . 
on the need for more horse sense. 


HOLY SMOKES... 
OR SOMETHING 


The American Fair Trade Council, 
Inc., 1434 West Eleventh Avenue, Gary, 
Indiana pulled a fast one in a recent 
form letter attempting to sell member- 
ships. They pulled all the deceptive 
stops. It was a five page, excellently pro- 
cessed letter from I. B. M. Executive 
typewriter composition. The fill-in was 
perfect and was addressed to company 
General Managers. Splashed across top 
was a line “Prompt attention your 
President, please!” Over at right side 
was this warning “Please take no action 
based upon this letter until you have 
read all of it”. The letter started: 

With relation to the suit started against 
your company yesterday in Jefferson City, 
Missouri, by the Attorney General of the state, 

(Continued on page 28) 
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SELLING MORE 
IN VOLUME 
DIRECT MAIL 

TO CONSUMER 


is made easier by the 
INDIVIDUALIZED INTEREST 
in YOUR Mail Order Selling 
Problem, backed by 
DEPARTMENTALIZED GROUP 
SERVICE to bring you 


NEW CONSUMER 
MAIL ORDER CUSTOMERS 
IN VOLUME 


Perhaps friendly MOSELY 
ORGANIZATION “team-work” 
can enlarge your Mail Order 
Volume for 1951. 

Write in detail TODAY! 


(Dept. R-11) 


MOSELY 


Selective LIST 
SERVICE 


38 Newbury Street 
Boston 16, Mass. 
COmmonwealth 6-2380 
NEW MAIL ORDER CUSTOMERS 
IN VOLUME 











for 


discriminating 


mailers 


Industrial List Bureau 
45 Astor Place, New York 3, N.Y 











Cordial Contacts... 


.. . have a place on your promotion 
team . . . alongside space and time, 
and other forms of direct 
advertising. 

Cordial Contacts are friendly, 
informal, low pressure messages to 
customers and prospects. Cordial 
Contacts create an atmosphere for 
better sales. 

Cordial Contacts are letters, or 
postcards, or bulletins sent regularly 
to the people who can and do make 
your business possible. 

It’s a technique which you can 
easily put to work in your 
promotions after reading ‘‘Cordially 
Yours” . . . the book written by 
the master and originator of Cordial 
Contacts . . . Jack Carr himself. 
Included in his book are over 100 
letters—Cordial Contacts—he’s 
written for clients in many different 
kinds of business. Price $5.00 
Send your order to 


GRAPHIC BOOKS, INC. 


17 E. 42nd Street, New York 17, N. Y. 




















demanding that a fine of $50,000 be assessed 
against your company for conspiracy to violate 
the Missouri Antitrust Law of 1891, as 
revised—we have a request to make. 

We would like—as promptly as may be 
it all convenient for you—a copy of your 
inswer to the complaint as filed against 
your firm. 


The long winded letter then turned 
into a song and dance about the work 
of the American Fair Trade Council. 
Not until the bottom of third page 
was the reader given a chance to catch 


his breath . . . with this: 


At this point, may we suggest that you 
relax a bit—but not too much. That fanciful 
$50,000 antitrust suit against you was 1n- 
vented by us to persuade you to open your 
mind to dependable information as to your 
real exposures. We know of no such suit— 
although, for all either of us can know, 
one may already be in quiet preparation 
against you, etc. 


From there, for two more pages .. . 
the pressure is on for membership. 
The General Manager who sent his 
copy to The Reporter added his com- 
ment: “This one made me mad.” It 
surely should. Deception is a bad tool 
to use in Direct Mail. Especially for a 
“Fair Trade” organization. 


REPORT ON A 
“SMALL BUSINESS” 


A short year or so ago, Schmidt’s 
Drug Store at 901 Reading Road, Read- 
ing, Ohio started using direct mail and 
the owners were intrigued by its sim- 
plicity and effectiveness (see May 1950 
REPORTER). 

Frances Schmidt sent us a follow-up 
report on October 10th. Here are a 
few pertinent paragraphs. 


Last month we did more business than 
was ever done in the 40-year-history of the 
store, reaching a volume which we would 
not have thought possible a year ago. 

Granted that a few incidentals like sound 
merchandising, larger stock, more adequate 
sales force, etc. had something to do with 
it, we both (Frances and her husband) feel 
that the direct mail was the biggest single 
contributing factor. 

The personal results have been pleasant, 


too . . . and have, of course, had a direct 
bearing on our volume of business. People 
frequently comment on the cards . . . tell 
us they like them .. . say things like “I 


don’t usually like to read advertising but 
your cards don’t sound like most of it”... 
“What are you going to write about next 
month?" 








4,000 elaborate mailing pieces 
an hour sealed with a neat 
one-inch strip of pressure- 
sensitive tape! That’s the 
continuous, trouble-free out- 
put of this new “‘SCOTCH”’ 
Brand Automatic Mailing 
Piece Sealer. And its capacity 
is even greater on simpler 
pieces... up to 7,200 an hour! 
Use colored tape to dress up 


} pANGER 
s LONE 





HANDLES MOST KINDS of printed 
matter in sizes (folded) from 3 x 3” 
to 6 x 13” (larger sizes quoted on 
inquiry). 





“We seal 30,000 mailing pieces 
daily with this one machine” 


Says Frank Henderson, Purchasing Agent, McGill 
Company, 501 Park Avenue, Minneapolis, Minn. 








“SCOTCH” is the registered trademark of M. M. & M. Co. 


mailings, transparent tape if 
printing is covered by the 
seal. The machine takes either 
kind in widths from '/4” to 
4". Pieces automatically 
counted, tape holds reply 
cards or inserts in place. 

For demonstration or further 
details, write Dept. DMA, 
Minnesota Mining & Mfg. 
Co., St. Paul 6, Minn. 


FEEDS AND SEALS folded material 
in a single operation. Completely 


automatic operator merely 
keeps feeder hopper filled. 
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We thought we had reached the acme of 
something or other when a customer 
and NOT a relative, mind you . . . came in 
to tell us of a change of adress so he 
wouldn't be late getting the next card. 


Yes, the Schmidt’s use mostly postal 
cards . . . simply printed in one color. 
To show how simple and human 
bus‘ness-building cards can be : 
we'll reprint copy on a few. (In all 
cases the name, address and phone 
number at bottom.) 


For March: 
How Often Does This Happen At Your House? 

It's raining, or snowing, or something. 
You're out of cigarettes, or aspirin, or some- 
thing. 

And you say, “We can’t call the drug store 
co deliver THAT! What else do we need?” 

Stop fidgeting, and give us a ring. We'll 
deliver your cigarettes or et ceteras. Maybe 
not as fast as a prescription but as fast as 
we can. We'll even smile. 

Because we know that if we do, the next 
time you need something, you'll call us 
again. And it might be something nice 
and expensive, we hope. 


For April: 
EVERYBODY SPLURGES A LITTLE AT 

EASTER... 

Because it’s Spring, and because Lenten 
fasts are over, and because you can buy a 
new hat without feeling guilty. Or just 
because. 

There are all kinds of splurges, of course- 
the ones that mean whole new outfits, com- 
plete to corsage and white gloves. They're 
nice if you can afford them, which most of 
us can’t this year. 

But there are small and medium type 
splurges—a new lipstick, a bottle of perfume 
or cologne, wine for Easter dinner, a box of 
candy for the kids, Easter cards for your 
friends and relatives. 

We can’t do much about the Number One 
splurge, but we're right there where the 
rest. are concerned. Come in and_ look 
around, will you? And remember, if it's 
something we can deliver, give us a ring. 


For May: 
Sure, Mother's Day Is Commercialized . 

But let’s face it. Mothers are human, they 
read ads, and while they tell you not to 
spend your money, they'll be hurt if you 
don’t. And they ARE pretty wonderful! 

So go ahead and pick out something that 
she'll know wasn't just a last minute job. 
A bottle of cologne, a compact, dusting pow- 
der, an atomizer, or—if she’s the skittish 
type—a new makeup kit. (She can show 
these off to the neighbors for months!) 

Come in and look around. Or if you're 
busy, call and tell us what you have in mind. 
We'll send out what we think is_ right. 
We're pretty smart that way. 


No wonder the Schmidt’s are getting 
results. Once in a while, they use 
letters. Here’s one which is personally 
typed and signed by Andrew Schmidt. 


Dear Mrs. Wood: 

Congratulations on the birth of your 
daughter! I’m sure she will be a great 
addition to the small fry of Reading. 

I'm sending you a little gift* as a more 
tangible expression of my good wishes for 
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you and the baby. If I remember my son's 
early days correctly, it will come in handy. 


Of course, you know i have ulterior motives 
in doing this. Believe me, they're not entirely 
ulterior because I know that there will be 
many times when I can serve you, in return 
for whatever business you give me. 

I would, naturally, like to supply you with 
all your baby needs—powders, oils, soaps, 
baby foods, bottles, rubber goods, etc. That's 
how I stay in business. 

But on the other hand, there will be umes 
when J can be helpful to you, too. I know 
from experience that babies need a lot of 
things and they need them at the darndest 
times, usually when it is inconvenient or 
impossible for you to leave the house. 

Will you call us at those times? Don't 
hesitate because it’s a small item you need. 
We will be genuinely glad to bring it to you 
as soon as we can. 

I hope you and the baby are both well, 
and that you will let us help your doctor 
to keep you that way. 


Cordially, 


Ed. Note: Gift was rubber pants. 


Incidentally, the Schmidt's were so 
enthused by their direct mail success 
that they tried to sell their idea to 
other druggists . with no success. 
They think, somewhat cynically, that 
there’s a general apathy among drug- 
gists in regard to advertising. Drug- 
gists either do nothing . . . or take 
the easiest way, which is usually to 
say “yes” to the man who wanders 
in selling space in the local paper. The 
idea of getting a mailing list together 
gives most druggists the jitters or 
jaundice. Joe Russakoff will have to 
find an answer for that. 

At any rate, Frances and Andrew 
Schmidt have demonstrated that a small 
business can use direct mail successfully 

. . without much fuss and bother and 
without help from the professionals. 
Brains and enthusiasm will work 
wonders. 


MEMO TO 
POST OFFICE 
DEPARTMENT 


What is the attitude of the Post Office 
Department on the increasing use of 
punch boards as a “gimmick” for sell- 
ing merchandise or raising funds? Re- 
cipients are urged to get friends to 
“play the game” by punching about 
80 die-cut holes. Pay from 1¢ to 39¢ 
depending on hidden number. Prizes 
awarded to seven lucky punches. Isn’t 
this a violation of your lottery regula- 
tion? If not... it sure is irritating a 
lot of people. 


NOVEMBER 1950 


CHECKING THE 
DEALER CAMPAIGN 


This reporter likes the manner in 
which The Frank G. Hough Company 
(Libertyville, Illinois) handles _ its 
“dealer-help” campaign. Slightly more 
hardboiled than usual . . . but it seems 
to work. 

Advertising manager Raymond Wig- 
gers sent us the portfolio used for an- 
nouncing the 1950 program. The 
program is explained simply .. . What? 
Why? How? 

The Hough dealers are offered, ab- 
solutely free, a six piece direct mai! 
campaign consisting of self mailers. 
Mailing dates are definitely set. Also, 
a definite time limit was placed for 
acceptance of the free offer. 

In addition to the six set pieces, the 
dealers are offered 18 other helps, con- 
sisting of mats, sample bulletins to 
sales force, in-between-letters to pros- 
pects, post card mailers, blotters and 
envelope stuffers. 

Dealers are told exactly how to set 
up the program, how to handle lists 





that’s all. 


and mailings. And here is what each 
dealer must sign when he orders the 
free service: 


In return for the selected Direct Mail pieces 
and the corresponding 18 extra promotional 
aids to be furnished FREE-OF-CHARGE by 
The Frank G. Hough Co., we as a Distributor 
organization, agree to the following con- 
ditions. 


1. (] We will mail each selection by the 
15th of the mailing month designated. 

2. 1) We will forward to the Hough A Iver- 
tising Depertment a signed Post Office re 
ceipt(s) for each mailing. We request that 
this receipt(s) be returned to us for filing 
purposes. 

3. (1) We will also forward to the Hough 
Advertising Department the original (or 
copies thereof) of all sales leads derived 
from this campaign. 

4. (1) We agree that due to the vital im- 
portance of continuity and regularity through- 
out this program, our failure to meet any 
of these requirements automatically disqualifies 
this organization from participation during 
the balance of this year’s program. 


We think more dealer campaigns 
should be handled in this business-like 
way. Ray Wiggers says it works. Only 
exceptions they made this year were 
to accommodate a few stragglers who 


(Continued on page 30) 





THIS is mechanical collating. Press 
a foot pedal ... the collated pages are in your 
hand. Swift, effortless, silent. 


Whether your collating is part time or real production . . . 


if you want to know specifi- 


cally when and where mechanical collating becomes profitable, we'll gladly mail you on request 


our simplified “R” collating production survey sheet. 


with no implied obligation. 


And we'll analyze it for you if you wish 


Thomas Mechanical Collater Corp. 


specialists in paper gathering 


30 Church Street, New York 7, N. Y. 


Digby 9-2270 
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HOW TO BE A. 


“BIG FISH. 
IN A small pond! 5 


As an advertiser, you'll find it 
profitable dealing with our small but 
competent agency. You'll receive the 
conscientious service and attention 
usually reserved for “big accounts,” 
— for in fact, every account is a big 
account with us. 

No matter how insignificant your 
advertising budget may seem to you. 
we'll gladly tackle your account if 
your product has merit. What's more 
we'll do our darndest to see that you 
grow—because we want to grow right 
along with you! 

You'll find that by selecting an 
agency commensurate with the size of 
your own operation, you will indeed 
be a “big fish in a small pond.” 

Call CHelsea 3-1233 to arrange a 
realistic discussion. 


& 
° Benard Rosen 


a verlising 
@ 1123 BROADWAY NEW YORK 10, N. Y. 
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PUNCHES sheets and covers of any size 
or weight, quickly, accurately 
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BINDS up to 250 books an hour with 
colorful GBC plastic bindings 


BIND THIS MODERN WAY 
right in your own OFFICE 
or plant 


Add prestige ...color...atten- 
tion-compelling appearance to 
reports, presentations, catalogs. 
GBC plastic binding equipment* 
quickly ...easily... economically 
binds loose pages of all sizes 
into handsome custom-made 
booklets. Pages turn easily... 
lie flat. Complete office equip- 
ment costs less than a type- 
writer...saves 50% over old- 
fashioned fastener-type covers. 
Anyone can operate. 

*PATENTS PENDING 


SPECIAL TRIAL OFFER 
; + memo | Send today for information 
; FREE and 2 handy pocket memo 
po 


books bound on this equip 
General Binding Corporation | 





ment. No obligation. 
808 W. Belmont Ave., Dept. RD-1] 
Chicago 14, Ill. 

















came in after the original deadline. 
Only 10 out of 120 distributors are not 
participating. 

By getting post office receipts for 
the mailings and copies of returns . . . 
Ray can keep his figures on the pulse 
of effectiveness. In other words, he 
gets proof of whether campaign is 
working or not. 

Good stuff! 


JOBS AHEAD FOR 
DIRECT MAIL 


As a result of questioning advertis- 
ing managers about direct mail’s war- 
time job .. . we’ve received many help- 
ful letters. Here are five specific duties 
... outlined by H. A. Harty, Adver- 
tising Manager of the Wolverine Tube 
Division, Calumet and Hecla Consoli- 
dated Copper Company, 1850 Guard- 
ian Building, Detroit 26, Michigan. 


1. It is needed in the dissemination of factual 
news to every merchandising facet. 

. It must, in impression and in frequency, 
maintain contact and prestige for every 
company in every market. 

. It must be used to augment a salesman’s 
visits and undoubtedly, in some cases, to 
supplement their calls as their line of 
endeavor expands. 

4. It must continue to convey the information 
on the products each salesman sells, the 
company behind him, their policies and the 
location of their facilities in such a manner 
as to assist in the conduct of business 
under abnormal and adverse conditions. 

. Without question it will be used to 
thoroughly explain new policies and con- 
ditions and to enlist the fullest cooperation 
between buyer and seller in keeping them 
posted on the causes and effects of current 
activities at each of those levels. 


Nm 


w 
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_A PROGRAM FOR 
SELLING BOOKS 


Here’s part of an interesting report 


from James Rietmulder, Association 
Press, 291 Broadway, New York 7, 
N.Y. 


In the spring of 1950 I set up what was, 
as far as I can discover, a new program in 
selling books. Association Press offered to 
bookstores throughout the country a series 
of mailing cards for bookstore mailings. Ex- 
cept for a few big operators, bookstores have 
no continuity of design, style, approach—in 
their many mailings to their lists. They 
secure their mailing .pieces from the pub 
lishers—each is different. 

So, we offered a series of ‘three pieces— 
three postal cards. In addition to providing 
continuity for a three months period, these 
cards employed the mail order “on approval” 
approach that few of the “rank and file” 


bookstores had used. It was assumed by 
publishers that stores were afraid of it— 
and many were. It offered them on_ the 
basis of giving each store $1.00 cash for ever) 
returned book over two per thousand cards 
ma.led. Of course we've had no requests 
for cash—and more than 150,000 of each 
of the three cards were mailed between Feb- 
ruary and August by about 75 different book- 
stores. Sales have been about 15% above 
last year for us! (no increase in selling costs). 
The twelve books in this promotion con- 
tributed a healthy share. (Space advertising 
in religious media during Spring used the 
same design as the cards—but with only 
two books per unit.) 

This relatively inexpensive pattern will bx 
repeated this Fall: re-offering this successful 
series and two new ones. Proof of one of 
these (on FACTS OF LIFE AND LOVE) 
is attached. Of course the books selected for 
this kind of promotion must be appropriate. 
Unfortunately there are many that can't be 
handled quite this way because the ttles 
aren't as immediately appealing and the 
sales message requires more space. 


REPORTER'S NOTE: Glad to see Jim using 
The Reporter stunt of putting the order form 
on the } left area of address side. It works 
excellently. 


TIMELY 


Ralph and Alice Thompson of Win- 
ter Haven, Florida are always on the 
ball when they have an opportunity to 
get out a timely message to their cus- 
tomers. 

They used the penny postal card on 
October 20th for this quick copy. 

Dear Customer: 

Just to let you know our groves were not 
in the direct path of the recent hurricane. We 
will have some delicious, tasty, tree-ripened 
fruit for you by December First. 

Our Fall mailing pieces should reach you 
soon, but in the meantime if you want to 
place your order now for December First ship- 
ment, we will be glad to accept the order and 
make shipment at that time. 

Sincerely yours, 
PERRIN & THOMPSON GROVES 
Winter Haven, Florida 


HAVE YOU TRIED 
“SQUARE SPAN”? 


We've been seeing and reading more 
and more about the revolutionary idea 
of “Square Span” in printing or letter 
writing. Latest was a two page article 
called “Reading Power Unlimited” in 
October 1950 issue of Provincial’s Pa- 
per, super excellent house magazine 
of Provincial Paper Limited, Toronto, 
Canada, edited by Lee Trenholm. Tells 
about experiments in colleges which 
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seem to prove that “Square Span” copy 
can be read and absorbed more quickly 
than the usual form of straight line 
printing. 

Premise is: that arrangement of 
reading matter used today violates all 
natural eye muscle tendencies. The 
human eye naturally sees both hori- 
zontally and _ vertically. Reading 
straight line printing forces the eye 
to see only horizontally and it can only 
do so by limited short jumps. 

Proponents of the new form think 
we should print in thought units. With 
words following on a second or even 
third line instead of just running along. 
Best way to describe it . . . is to use 
examples given in Provincial’s article. 
Units are separated by space slightly 
wider than normal space between 
words: 


Notice how these are 

easily units visualized. 
The are to quite 
eyes permitted focus _ naturally, 
not by of print. 


strained lines narrow 

In larger, more flexible units, the 
first lines of Lincoln’s Gettysburg ad- 
dress become 


our fathers 
brought forth 


Fourscore and 
seven years ago 


on this a new conceived 
continent _ nation, in liberty 
and dedicated to that all 
the proposition men 


are created Now we are 
equal. engaged 


in a great 
civil war, 


testing whether or any so 


that nation, nation conceived 
and so can long We are 
dedicated, endure. met 

on a great of that 


battlefield war. 


The idea has been used by several 
direct mail people. John Yeck tried it 
on a few promotion letters. Jack Hew- 
son of Servel, Inc. has applied it at 
times to business letters. 

Tue Reporter would like to hear 
from anyone who has done any experi- 
menting. There are obstacles to over- 
come. Makes typing difficult. Some 
short cut method would have to be 
devised for setting “square span” on 
Linotypes. Experts contend that body 
type used in “square span” can be re- 
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duced without increasing eye-strain. 

Wonder when some book publisher 
will try it . . . as a revolutionary 
experiment? 


A LETTER ABOUT 
BANK ADVERTISING 


The Reporter has been a little caustic 
at times about bank advertising . 
stuff-shirt advertising. But once in a 
while we run into something different. 
Sometime ago we noticed the good let- 
ters of the B. M. C. Durfee Trust 
Company, Fall River, Mass. and got 
in touch with Warren Gilbert, Assis- 
tant Treasurer, who handles the oper- 
ation, (and who has attended numerous 
DMAA conventions). We wanted an 
article, but we received this short and 
concise letter instead. It may give 
some of you an idea or two. 


About two years ago our bank de- 
cided to set up a business development 
department. We had expanded very 
rapidly during the war years and there 
was no formal plan or procedure for 
developing good Public Relations. We 
really didn’t know where we were go- 
ing or how fast. 

We had used the newspaper exten- 
sively, some radio, and mailing pieces 
from time to time with moderate re- 
sults. Management reached the con- 
clusion that sound planning was neces- 
sary to meet competition and maintain 
our leadership in the banking field. 

We decided to give Direct Mail a 
thorough tryout through the medium 
of bank letters. We bought three 
electric typewriters and <Auto-typist 
units. This provided the means of 
rapidly processing the letters. They 
are superior in appearance and have 
definite eye appeal. The letters are 
personalized and are directed to each 
person individually. Every new cus- 
tomer gets a letter of appreciation 
signed by the President. We write to 
every customer who has closed his ac- 
count, thanking him for his business 
and telling him we hope he comes in 
again. Not only that, we give him a 
compelling reason for doing so. Four 
times a year we write to all our cus- 
tomers and a select group of noncus- 
tomers, describing our services and 
urging them to make use of the pro- 
tection and convenience they provide. 

We had already set up the necessary 
tools to handle this job. We have a 
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MEDICAL 
ADDRESSING 
SERVICE 


We maintain a complete mailing 
list of all practicing physicians 
arranged by states and cities and 
by specialty groups. Addressing 
charges are low. 100% post office 
de‘ivery is guaranteed on mail- 
ings made from our list. Orders 
cre handled wi'thin a few days. 
Write for detailed counts and 
prices. 


* Accuracy guaranteed 

® Low cost addressing 

® Write for counts and prices 
® 72-hour service 


* Clean address imprints 


Fisher-Stevens Service, 


Inc. 
345 Hudson Street 
New York 14, N. Y. 

















better 
production 
brings 

better results 


There’s a best way to produce 
direct mail... 

MASA members study the best. 
most effective, ways of produc- 
tion; support research and fact 
finding: share knowledge of im- 
proved methods. Their object is 
better results for you. When you 
iry to “save” money with “cheap” 
production you tamper with re- 
sults. 

To check the effectiveness of your 
production source... 

Always say, “Are you MASA?” 
YOUR BEST SOURCE for: Creative 
direct mail campaigns, multigraphing, 
mimeographing, offset and letterpress 
printing, bindery, mailing service, mail- 
ing lists, etc. Information about post- 
al — and better direct mail 
results 


For names of MASA 
members nearest you, write 


Mail Advertising 


Service Association 
18652 Fairfield Avenue 
Detroit 21, Michigan 


MASA 





























“YOUR COURSE HAS BEEN 
AND IS A THOROUGHLY 
FASCINATING EXPERIENCE. 
| PERSONALLY FEEL THAT 
ITS FIRST PROSPECTUS WAS 
AN UNDERSTATEMENT” 


So wrote a businessman student who had just completed a 
year's study of my Training Program in Direct Mail Advertising 


(for advertising executives . . and for training assistants). 


IF YOU USE THE MAILS FOR ANY 
PROMOTIONAL PURPOSE .. . YOU 
CAN INCREASE YOUR SKILL AND 
IMPROVE THE EFFECTIVENESS OF 
ALL YOUR APPEALS BY AN OR- 
DERLY, SYSTEMATIC STUDY OF 
THIS TRAINING PROGRAM. 








Direct Mail is a BIG subject It has 
many angles Many pitfalls Lack of 
experience and know-how can lead to a 
tremendous waste of money Waste 
effort too 
But Direct Mail can be made simple 
The experiences of the past twenty-five 
years can be co-ordinated step-by-step 
to give the user of the mail an 
effective, money-saving and money 
making working guide 
This course is designed for home r 
office s.udy . either by individuals 
by groups, 


If you are interested in an orderly, thorough, down-to-earth, 
year-long study program in all the ramifications of a VERY 
BIG subject . . . send for my prospectus now. You can start 
any time. You will receive study sections every two weeks 
for a year. Fee $115 ... which includes personal advice and 
criticisms. 


Write personally to 


HENRY HOKE 
17 East 42nd Street, New York 17, N. Y. 























very comprehensive Central File to con 
trol and maintain all of the information 
from the various departments. The 
names and addresses of our customers 
are embossed on plates with perforated 
signals to indicate the type of account, 
occupation, business and affiliation. 
This gives us rapid selection of any 
group of names for solicitation. 

The composition of our letters is 
most important. Most bank letters are 
cold and formal and devoid of any real 
sales message. We try to make ours 
warm and friendly. We keep them 
short and to the point. We talk about 
our services as much as possible and 
how they can be of use to all people 
in our community. We use the “YOU” 
attitude in our copy to show the cus- 
tomer we are interested in his business, 
problems and family. 

The results so far have been good. 
Last year we sent out about 75,000 let- 
ters. Some first class, some third class. 

We do not use enclosures in our 
letters because we feel it may weaken 


the message. We could be wrong 
about this and expect to test at the first 
opportunity. Our Direct Mail pro- 


gram is tied in with one newspaper 
insertion weekly, and a weather broad- 
cast every morning with short com- 
mercials. We haven't used color as yet, 
but we do use slogans on the outside of 
our envelopes and Post Mark ads. 

We have had some very nice re- 
sponses from our letters and there is an 
increased volume of new business com- 
ing in constantly. 

We're new in the game but we think 
we've got something. We're always on 
the alert for new ideas. The articles ap- 
pearing in THe Reporter have helped 
us tremendously and we'll be looking 
forward with interest to the coming 
issues. 


REPORTER'S NOTE: We'll be glad to receive 
similar letters from successful financial ad- 
vertisers. 


HOW TO RAISE 
FUNDS BY MAIL 


There is a new book on the subject, 
and titled as our heading. The Social 
Service field has needed such a book for 
a long time. And you couldn’t ask 
for a better team of authors. Not the- 
orists. Hard boiled practitioners. The 
342 page book has been published by 
McGraw-Hill Book Company, 330 
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West 42nd St., New York 18, N. Y. 
Price, $4.00. 

It was authored by Margaret M. Fel- 
lows, Director of Fund Raising and 
Public Relations, The Children’s Aid 
Society of New York and Stella Akulin 
Koenig, Director of Fund Raising, Sec- 
retary and Assistant Treasurer, Henry 
Street Settlement, New York. 

“How to Raise Funds by Mail” is 
written in easy conversational style .. . 
and is packed with good examples. 
It is a thorough treatment of the tested 
methods of raising funds for churches, 
hospitals, colleges and schools, welfare 
programs, etc., by means of direct mail. 
The book provides the essential tech- 
niques of letter writing—methods of re- 
producing letters—building lists—test- 
ing—using circulars, etc.—everything 
to help the professional and volunteer 
fund raiser to achieve effective fund 
mailings. 

This reporter recommends it without 
any reservations. 


SELLING THE MAILS 


Here’s an interesting form letter be- 
ing mailed by Postmasters to business 
users of the mail. Reproduced on the 
8'>” x 11” letter sheet is a display 
drawing of various services offered. 


LET THE POST OFFICE be your silent 
partner. Our Services have been established 
to aid you in your business and it is to your 
advantage to use those Services. 

We have had long experience with the 
mailing problems of business men and will 
be glad to give you any assistance possible 
with your own particular problem. 

Our Rural Directories are specially pre 
pared lists of the heads of households in 


rural communities. They also list the busi- 
ness or profession of each one and by using 
them you can provide yourself with an 
up-to-date mailing list of potential customers. 

We can supply you with information and 
schedules which will tell you the best time 
for mailing in order to make connections 
that will assure faster delivery. 

If you will telephone me or drop in to 
my office any time that it is convenient to you, 
I shall be pleased to introduce my Public 
Relations Officer who will outline our Services 
for you. 


POSTMASTER 


JOKER: Sorry, but these letters are 
being distributed by Canadian Post- 
masters—not those in USA. In spite 
of all the campaigning, the U.S. Post 
Office still doesn’t have a Public Re- 
lations or Sales Department. Which 
is what is needed the most of. 


A DIRECT MAIL 
SAMARITAN 


Tom Dreier is back in St. Peters- 
burg, Florida after his usual summer 
junket. And, as usual, this reporter 
is getting tips on this and that. Tom 
sent us a little house magazine issued 
by a friend of his ...].M. Kesslinger, 
37 Saybrook Place, Newark 2, N. ]. 
“Back Talk” is a small size, chatty, 
controversial sort of medium to drum 
up advertising business. The lead ar- 
ticle in issue # 43 (not dated, but 
mailed in September) tells about a 
wonderful direct mail hobby ... which 
is worth passing along to other po- 
tential hobbyists. 

You wouldn't suspect to look at me 
that I’m a real gone do-gooder Samar- 


SINC 


itan. It may be closer to the truth to 
say that this is a hobby—not entirely 
free of conceit in what I consider a 
peculiar ability—getting jobs for people. 
Mostly, getting better jobs for those 
already employed. 

The mechanics are simple. I insist 
on a minimum mailing of 200, ad- 
dressed to the presidents of likely cor- 
porations. Each letter must be auto- 
matically typed and personally signed. 
A recent snapshot of the applicant and 
a detailed resumé must be included. 

I write the letters—even if the appli- 
cant is highly literate and presumed 
to be able to write a good letter. Most 
people lack the perspective to do a 
first-rate job for themselves. 

It takes a sharp “ear” to do a plausi- 
ble letter. Of the many I have written 
during the past twenty years, not one 
ever caused a prospective employer to 
voice the suspicion that the applicant 
had not written the letter himself. As 
a matter of fact, the applicant invar- 
iably goes away with the feeling that he 
did write the letter himself. Actually, 
all I do is interpret the man to the 
best advantage—as he himself could do, 
were he free of self-conscious inhibi- 
tions which afflict most people when 
they try to sell their services. 

My system has evolved from personal 
experiences dating back to the days 
when I was a kid newspaperman beset 
with wanderlust. I'd lock myself in 
my room and bang away at my type- 
writer for hours at a time. Within 
a week I'd have a hundred letters 
written, which I'd drop in the mailbox 
at the same time. In another week or 
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ten days, I'd have four or five job 
offers. 

During the depression, moved by an 
impulse to help friends who were hav- 
ing rotten luck, I refined my system 
and put it to work for them. The 
automatic typewriter is a perfect boon 
for stimulating the personally-typed 
letter. Today the cost of this process 
is fairly high. An average minimum 
mailing, including snapshots, address- 
ing, postage, etc. may top $75. But 
the payoff is exceptional. 

Response unusually high 

My letters never average less than 
30°, response, frequently reach 60%. 
The returns include four or five “busi- 
ness” interviews and perhaps a dozen 
more invitations to “drop in when 
you're in the neighborhood.” Some 
letters have brought urgent phone calls 
and as many as twenty and twenty-five 
interviews. 

All the letters can do is produce the 
interviews—the rest is up to the appli- 
cants. Some of their experiences have 
been amusing. 

I remember one chap who was 


brought to me by a friend. He had 
been a European correspondent for one 





MAILING LISTS 





for Every Purpose 
1500 DIFFERENT CATEGORIES 


Airplane Owners | Manufacturers 
Boat Owners Neighborhood Lists 


Brides Pilots 
Business Execs. Purchasing Agents 
Canvassers re People 
Career Girls etailers 
Contributors Scientists 
Clubs & Memb Sportsmen 

ubs & Members | stockholders 
Dog Owners Sian Genes 
Factory Workers | Vacationists 
Farmers Veterans 
Govt. Workers Wealtier Glen, 
Home Owners Wemen 





Mail Order Buyers’ Wholesalers 





Brand New 

Mailing List! 
10,000 FARM CO-OPS | 
that sell over $2,000,000,000 worth | 
of all kinds of merchandise to 
over 5,000,000 Members! Terrific} 


Consumer Goods Market | 











SPECIAL CHRISTMAS LIST 
10.000 CORPORATIONS: 


Prospects for Gift Merchandise for 
Clients and Personnel, including 
name of key official 
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for FREE Catalog 
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of the wire services, and covered the 
Geneva Conference. Also, his brother 
was a General in the Army. He was 
anxious to switch into public relations 
or a kindred channel. My _ letter 
cadged ninety replies and fifteen firm 
interviews, one of which led to a job 
with Paramount Pictures. Six weeks 
later he was fired. When he was 
supposed to have been working on a 
publicity project, he was caught writ- 
ing poetry. 

Incidentally, I'm a Simon-pure ama- 
teur, neither asking nor accepting a 
fee. Once a guy insisted on giving me 
a case of Scotch, but I’m generally 
firm in turning down compensation in 
any form. After all, a guy must lay 
away some good deeds against the day 
when he is confronted by St. Peter 
and called upon to answer a pointed 
question, to wit: “What have you ever 
done to entitle you to be admitted to 
this place?” 

The only person who ever beat my 
200-letter minimum was Will Durant’s 
nephew. Some fifteen years ago one 
of my artists brought him to the office 
and urged that I do something for 
him. When I expressed. astonishment 
that he had not approached his uncle, 
young Durant said, “You just don’t 
know my uncle. He got where he 
is the hard way and he'd be resentful 
if I came to him for help.” 

We collaborated on his letter. A 
week later he telephoned jubilantly 
to say he had landed a job on the 
New York Journal-American. “I have 
a confession to make,” he said. “I sent 
out only ten letters.” 

I hear the lad has done well in var- 
ious writing jobs in succeeding years. 
One of my recent letters pulled 62° 
response and twenty-two interviews, 
including seven firm offers ranging 
from $75 a week to $25,000 a year. 

This was an exceptional guy. 

The most unusual case I ever handled 
has not yet been tabulated. The letter 
below is self-explanatory. It took 
courage on the applicant’s part to agree 
to a starkly-honest approach. But he 
realized that concealing the facts was 
more dangerous. The letter has just 
gone out, so I don’t have a breakdown 
as we go to press. I'll leave yez know 
what happens next month. 

Here it is: 

Dear Mr. Anderson: 

1 don’t suppose you ever received an appli- 
cation like this—from a man who, only a year 
ago, was called an “alcoholic.” 


It isn’t really as dramatic as it sounds. A 
psychiatrist who was looking for a hidden 
meaning, acted surprised when I told him 
that I love my wife and children—and that 


I slipped into alcoholism as a result of a 
PI 
job I once had. 


I used to be a “trouble shooter” for an ap- 
pliance manufacturer. It was my job to meet 
disgruntled Dealers and smooth out their 
ruffled feathers. An easy way to appease an 
angry Dealer was to buy him a drink. Before 
that I was a moderate drinker. After a year 
I found that I had a terrific craving for the 
stuff—and all of a sudden I found myself 
right on top of the junk heap. 


What straightened me out? I was arrested. 
Yes—that's right. The cop told the Judge— 
“He was drunk, your Honor, but not dis- 
orderly.” I could have gone free, since my 
previous brush with the law never exceeded 
a parking ticket. But I allowed myself to 
be committed for 15 days—and they were the 
most soul-searching days any human being 
ever went through. I realized what anguish 
I had caused my family—and then and there 
resolved never to take another drink as long 
as I lived. 


It wasn't easy. In the beginning I suf- 
fered the tortures of hell. But today the 
devil himself couldn't tempt me. I lost eleven 
months out of my life—which means I have 
a lot of making up to do to my family. 
The first step is to get a job. The enclosed 
resume may suggest some spot where I could 
fit into your shop. Control or record work 
is something I can do well, but I'm adaptable 
enough for anything. Salary? I'm sure we 
won't have any difficulty about that. 


If you're a keen judge of human aature, 
you will know that I'm a good investment. 
I have too much at stake to fumble the ball. 
As labor grows acute due to the Korean 
fighting, a devoted and industrious worker 
will be a real asset. 


I don’t have to tell you that I'll appreciate 
an interview promptly. 


Sincerely yours, 


PAT ON THE BACK 


We certainly are in the direct mail business. 
That is the primary key to the growth of our 
Association membership. Graduates of this 
institution, like those of any other large 
university, are spread to the far corners of 
the globe, and the only way to reach them 
all is through the mail. 


It is not idle talk that we find The Reporter 
just about the most valuable outside service 
we have. I have yet to finish an_ issue 
without having gleaned a good many ideas, 
techniques and suggestions which are fully 
applicable to our own work. Moreover, it 
isn’t at all hard to develop a mighty keen 
interest in the business of selling by mail, 
just through reading The Reporter. 


We're new in the business of developing 
an Association membership here, and we 
started from scratch just three years ago. 
But we're coming, and you're helping us to 
go faster and get farther. 


Cordially, 

Loren Hickerson 
Executive Secretary 
State University of Iowa 
Alumni Association 
Old Capitol 

Iowa City, Iowa 
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1950 NATIONAL 
BUSINESS SHOW 


The National Business Show, now 
and for the first time being sponsored 
by Office Executives Association of New 
York, Inc., seemed to lack much of 
the glittering extravaganza of years 
gone by. IBM, Monroe, Burroughs, 
Royal, Dictaphone, Pitney-Bowes, Ad- 
dressograph-Multigraph and _ other 
former big displayers were absent. Al- 
though shows in general are becoming 
expensive, there are more reasons for 
being in the National Business Show 
than for staying out. At least, that’s 
the way it seems to us. 


Don Buckingham of Fototype had a 
Multilith in his booth to demonstrate 
his Fototype. Hundreds of visitors 
asked for A-M information and where 
their booth could be found. But, it’s 
still a good show. 

Biggest space was Remington-Rand’s. 
Immense. A display of just about all 
their products, puls demonstration of 
CBS color television. (See Short Note 
on page 6 of October Reporter. 


Auto-typist, with a prominent spot 
for their battery of automatic type- 
writers, had Barbara Evans as one of 
their demonstrators. If you attended 
the DMAA Convention this year, 
you'll remember her as the lovely lady 
who pinned on roses at THE REPORTER 
booth. 


Bob DeShazo, our good friend from 
Autopen Company, Washington, D. C., 
was showing a new office model of a 
machine that signs exact signatures. 
A wonderful thing for signing volumes 
of personally typed letters, diplomas, 
certificates, policies, credit cards and, 
of course, checks. 

Robotyper and their display of auto- 
matic letter writers were much on the 
scene. So was Apeco, makers of an 
easy, fast photographic copy duplicator 
for the office. Elliott Addressing Ma- 
chine, Vari-typer (the office composing 
machine) General Binding (and their 
inexpensive office machine for plastic 
binding of presentations, catalogs, etc.) 
Mailers’ Equipment Company, with 
the Felins Pack-Tyer, Staplex (auto- 
matic staples) and Thomas Mechanical 
Collator. 

New (or revived from pre-war days) 
and of interest to direct mail users, was 
the Gestetner Duplicator—British pro- 
duced. Does beautiful work. Especi- 
ally their photographic stencil process. 
You should send for a set of samples. 
Distributors for the U. S.—Duplicator 
Corporation, 50 McLean Ave., Yonkers 
5, N. Y. Or write us here at THE 
Reporter for information on anything 
else we found of interest. 

Biggest surprise of the show was a 
new hand-operated office folding and 
inserting machine. Folds letterheads 
and inserts them into envelopes in one 
operation. You can also add samples, 
checks, folders. Really wonderful. Look 
into it. Write us for the dope. 














CLASSIFIED) 
ADVERTISING 


Rates: $1.00 per line—minimum space 3 lines. 
Help and Situation Wanted Ads— 
50¢ per line—minimum space 4 lines. 








ADDRESSING 


ADDRESSING $4.50 THOUSAND 
No charge for our lists 
“SPEEDADDRESS” 

48-01 Forty-Second St., 
Long Island City 4, N. Y. 





ADDRESSING — TRADE 


Rapid Service Unlimited Quantity 
Large Staff of Expert Typists 
M. Victor—Addressing for the trade 
3902—93th Ave Brooklyn 32 
Ul. 3-38C0 





ADVERTISING AGENCIES 


SELL YOUR PRODUCT WITH pulling 
mail order, agent ads. 
We show you how. 
Martin Advertising Agency 
ISP East 40th Street, New York 16, N. Y. 


NOVEMBER 1950 





HOUSE ORGANS 


1000 Two-Color House Organs Only $40! 
Your ad front cover. (Free copy serv- 
ice.) Self mailer. Features Dale Car- 
negie, prominent cartoonists, “cheese 
cake”, sports. Powerful good will 
builder. Holds customers. Brings new 
business. Sond for sample and details 
THE CRIER ADVERTISING SERVICE 
1836 Euclid Ave. Cleveland 15, Ohio 





MULTIGRAPHING SUPPLIES 





RIBBONS, INK AND SUPPLIES for the 
Multigraph, Dupligraph and Addresso- 
graph machines. We specialize in the 
re-manufacturing of used ribbons. Chi- 
cago Ink Ribbon Co., 19 S. Wells St 
Chicago, Ill 





MAILING LISTS 


CURRENT BIRTH LISTS and Expectant 
Mothers our specialty. Also other 
coverage. Bulletin available. C. Don- 
ner, Box 643, Ann Arbor, Michigan. 


WHILE THEY 
ARE AWAY 


Several years ago we ran a story about 
a Canadian concern which temporarily 
lost its most valuable salesman 
(through illness) and how direct mail 
was used very effectively to fill the 
gap. Now many companies are losing 
much needed sales contacts due to the 
Government's need for manpower. 


The letter we are reprinting here was 
mailed recently by the J. T. Baker 
Chemical Company, Phillipsburg, New 
Jersey. It was well processed and filled 
in. A picture of the missing salesman 
was inset at start of second paragraph. 
Ad manager Jim Stewart (formerly on 
Tue Reporter editorial staff) created 
it. He should know a few good tricks. 


Filled-in Name 
Address 


Dear Filled-in 

On September Ist, Baker Salesman Al 
Kerchmar became Captain Albert P. Kerch- 
mar, U. S. Army. 

This photo of Al in uniform may help 
you remember him as Baker’s representative 
in Illinois, Iowa, North and South Dakota, 
Wisconsin, Minnesota and Nebraska areas. 
He has been calling on you during the past 
few years and -we thought you'd like to join 
us in wishing Al the very best luck and 
success while in the service. 

We are going to miss the fine work he 
accomplished . . . helping Baker's customers 
and friends with their technical and other 
laboratory chemical problems. But we know 

(Continued on page 36) 


CALIFORNIA BIRTHS 


from 
OFFICIAL RECORDS 
A superior list, neat, accurate. FRESH 
MONTHLY. Capital Research, 1332— 
42nd St., Sacramento, Calif 





OFFSET CUTOUTS 


MOST COMPLETE service in U. S. Just 
published—OFFSET SCRAPBOOK ¢ 7, 
950 reproduction proofs of promotional 
headings, catch words and art panels, 
only $3.00 postpaid. Literature free 
A. A. ARCHBOLD, PUBLISHER, 1209-K 
S. Lake St., Los Angeles 6, Calif. 





SITUATION WANTED 


ADVERTISING, ASST. MGR. Experi- 
enced direct mail. Sparkling copy, 
layouts. Know production. Plan cam- 
paigns Fresh, result-producing ap- 
proach. 30 yrs. old Convincing sam- 
ples. Box 111, The Reporter, 17 E. 42nd 
St., New York 17 





SALESMAN. Would like to sell direct 
mail and offset printing. I have an 
acquaintance among users. Age 40 
Sal, Draw. Box 112, The Reporter, 17 
E. 42 St, New York 17, New York. 











ie 
As Required By Law 


Statement of the Ownership, Manage- 
ment, Circulation, etc., required by the 
iets of Congress of August 24, 1912, 
and March 3, 1933, of THE REPORTER 
of Direct Mail Advertising. 

Published monthly at So Lancaster, 
Mass for October, 1950 


State of New York, County of New 


York, SS.: 


Before me, a notary public in and for 
the State and County aforesaid, per- 
sonally appeared M L Burfeind who 


having been duly sworn according to law, 
deposes and says that she is the treasurer 
of the magazine, The Reporter of Direct 
Mail Advertising and that the following 
is, to the best of her knowledge and be- 
lief, a true statement of the ownership, 
management, et of the aforesaid publi- 
cation for the date shown in the above 
caption, required by the Act of August 
24 1912 as amended by the Act of 
March 3, 1933, embodied in section 537, 
Postal Laws and Regulations, printed on 
the reverse of this form, to wit 


1 That the name and address of the 
publisher, editor, managing editor is 
Henry Hoke, 17 East 42nd Street, New 
York 17, N. ¥ That the name and ad- 
dress of the business manager is 
M L, Burfeind, 17 East 42nd Street, 
New York 17, N j 


2 That the owner is The Reporter 
of Direct Mail Advertising, Inc., 17 East 
42nd St., New York 17, N. Y The names 
and addresses of stockholders owning or 
holding one per cent or more of total 
amount of stock are: Henry Hoke, presi- 


, 


dent, 235 East 46th Street, New York 17, 


N a« ae L Burfeind, treasurer, 96 
President St., Lynbrook, N. Y., Henry 
R. Hoke, Jr., secretary, 26 Hunt Lane, 


Levittown, Hicksville, N. Y 


That the known bondholders, mort- 
gagees, and other security holders own- 
ing or holding one per cent or more of 


total amount of bonds, mortgages or 
other securities are Henry Hoke, presi- 
dent, 235 East 46th Street, New York 17, 
N Zo L turfeind, treasurer, 96 
President St., Lynbrook, N Y.., Henry 
R. Hoke, Jr secretary, 26 Hunt Lane, 


Levittown, Hicksville, N. Y. 


4. That the two paragraphs next above, 
giving the names of the owners, stock 
holders, and security holders if any, con- 
tain not only the list of stockholders and 
security holders as they appear upon the 
books of the company, but also, in cases 
where the stockholder or security holder 
appears upon the books of the company 





as trustee or in any other fiduciary rela 
tion the name of the person or corpora- 
tion for whom such trustee is acting, 
is given; also that the said two para- 
sraphs contain statements embracing af- 
fiant’s full knowledge and belief as to 
the circumstances and conditions under 


which stockholders and security holders 
who do not appear upon the books of the 
company as trustees, hold stock and se- 
curities in a capacity other than that of 
bona fide owner; and this affiant has 
no reason to believe that any other person, 
association, or corporation has any interest 
direct or indirect in the said stock, bonds, 
or other securities than as so. stated 
by her 


M. L. BURFEIND 


Sworn to and subscribed before me 
this 24th day of October, 1950 
Elvira Savarese, Notary Public. Com- 


mission expires March 30, 1951 
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that if he can help solve our country’s prob- 
lems in some small way, there is no job 
more important. 

It may be some time before we are able 
to replace Al by another Baker representative 
to service your area. So we suggest that you 
order “Baker Analyzed” laboratory chemicals 
and acids from any one of these local labora- 
tory supply houses. 

Central Scientific Company, Chicago 

A. Daigger & Company, Chicago 

Arthur S. LaPine & Company, Chicago 

Rascher & Betzold, Inc., Chicago 

E. H. Sargent & Company, Chicago 

Schaar & Company, Chicago 

Physicians & Hospitals Supply Co., Min- 

neapolis 

Roemer Drug Company, Milwaukee 

Our Chicago office, at 435 North Michigan 
Avenue will, of course, be at your disposal. 
And, if there is any way in which I can be 
ot help to you, please don't hesitate to get 
in touch with me. 

Sincerely, 
H. B. Rasmussen, Sales Manager 
Laboratory Chemical Division 


ABOUT USING RED 


One of our correspondents, who 
wants to remain anonymous, thinks 
there may be a psychological reaction 
against the color RED on account of all 
the fuss about the red threat, the red 
fifth columnists and what-not. He 
sent us the following squib: 


Don't let mailers bemoan the color RED, 
Henry. Despite any political connotations, 
it's still a good pulling color, closely woven 
into the fabric of life itself. For red means 
passion. It marks the saint and the scarlet 
sinner alike. . . patriotism in the American 
flag and the dirty Korean and similar “reds.” 
It still can bring the reader red-hot news 
about a product or service, or even inspire 
him to go out and paint the town red. If 
your copy isn’t just right, however, Mr. 
Keader may see red and give your letter 
the two-foot drop in the basket. If the copy 
is okay, then the mailer enjoys the red-letter 
day. And if all the elements in the cam- 
paign don’t work out . . . there may not be 
a red cent left in the mailing budget! But 
all in all, a man can still go on hopefully, 
looking through rose-colored glasses and try 
for better returns. .. . 


SENSELESS 
STATISTICS 


On October 6th, H. H. Dobberteen 
made a profound speech before the 
Ohio State University Advertising and 


Sales Promotion Conference in Col- 
umbus. Mr. Dobberteen is Vice Presi- 
dent and Director of Media for Benton 
and Bowles, Inc. of New York. His 
talk was titled “Media Analysis and 
Selection” . . . in which he attempted 
to bring us up-to-date on advertising 
costs in the past decade and to show 
the relationship between advertising 
costs and advertising effectiveness. 

In classifying the field covered by 
the study . . . here is what Mr. Dob- 
berteen had to say: 


Which Media? 

The following media have been studied: 
Comic Sections 
Farm Papers 
Magazines 
Newspapers 
Outdoor 
Radio 
Supplements 
Television 
Trade Papers 

There have been a few omissions, ¢.g.: 
Car Cards 
Direct Mail 
Weekly Newspapers 

But those which we are dealing with repre- 


sent an estimated 97 per cent of the total 
advertising dollar. 


That’s a fine way to toss off statistics. 
If the other figures given in the speech 
are equally inaccurate . . . there’s some- 
thing wrong with the whole set-up. 

In other words, Mr. Dobberteen looks 
down his nose at direct mail and 
claims that it (together with car cards 
and weekly newspapers) represents 
only 3°. of the advertising dollar. Such 
bunk. The figures released by the 
DMAA show direct mail volume as 
running between 800 and 900 million 
dollars annually (which doesn’t include 
direct advertising delivered by means 
other than the mail). Many published 
figures credit direct mail with from 
15°, to 25°. of the total advertising 
volume. 

So why should any agency man try 
to brush it off as inconsequential? Per- 
haps, since direct mail is such a big sub- 
ject, it was easier for Mr. Dobberteen 
to skip it. But it’s a shame to have 
this sort of tripe presented in all ser- 
iousness at a University Conference. No 
wonder young minds are bewildered. 


ART WORK BY MAIL 


SKETCHES, DUMMIES, DRAWINGS 


Direct to your desk by mail from my home. 





RAYMOND LUFKIN ' $581, NeW oeeste 


THE REPORTER OF DIRECT MAIL ADVERTISING 
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DIRECT MAIL DIRECTORY 


LISTINGS ONE LINE PER ISSUE, $10.00 PER YEAR 





ADDRESSING 
Creative Mailing Service, Inc....... 24 South Grove St., Freeport, N. Y. 
ADDRESSING — TRADE 
Shapins Typing Service.......... 68-12 Roosevelt Ave., Woodside, N. Y. 
Dy. WO dc adcenaneccescives .3902—9th Street, Brooklyn 32, N.Y 
ADVERTISING AGENCY 
Martin Advertising Agency....15PA East 40th St., New York 16, N.Y. 
ADVERTISING ART 
John Guthrie.... ..... 1345 Green Court, NW., Washington 5, D. C 
Raymond Lufkin. . <6 te .116 West Clinton Ave., Tenafly, N. J 
Harry Volk, Jr. Advertising........ Central Bldg., Atlantic City, N. J 
AUTOMATIC INSERTING 
Raymond Service, Inc.............. 160 Fifth Ave., New York 10, N. Y. 
True, Sullivan, Neibart Assoc., 47-30 33rd St., Long Island City 1, N.Y 


AUTOMATIC TYPEWRITERS 
Amer. Automatic Typewriter Co.,..610 N. Carpenter St., Chicago 22, Il. 
Robotyper Corporation........ 18050 Ryan Road, Detroit 34, Michigan 


AUTOMATIC TYPEWRITING 
\mbassador Letter Service Co......... 1 Stone St.. New York 4, N. Y. 
Arrow Letters Corp...........307 West 38th St.. New York 18, N. Y. 


BINDING EQUIPMENT 
General Binding Corporation. .808 W. Belmont Ave., Chicago 14, Illinois 


BOOKS 
Graphic Books, Inc... .17 East 42nd St., New York 17, N. Y. 
BRITISH & El ROPEAN LISTS & c AMPAIGNS 
R. Aynsley-Cooper..Villa Rd., P. O. Box 136, London, S.W. 9, England 


COLLATING MACHINE 
Thomas Mechanical Collator. 30 Church Street, New York, N.Y. 


COPYWRITER (Free Lance) 
Hal G. Vermes.... ‘ 15 Washington Place, New York 3, N. Y. 


DIRECT MAIL AGENCIES 
Seer ee Ornon Road (6) North Canton, Ohio 
D. H. Ahrend Cc ompany, Inc. 5 East 44th St., New York 17, N. Y 
Homer J. Buckley & Associates, Inc. E. Jackson Blvd., Chicago 4, Ill. 
Circulation Associates............ 17 Broadway. New York 19, N. Y. 












Dickie-Raymond, Inc...............§ 80 Broad Street, Boston 10, Mass. 

Duffy & Fabry, Inc.. 3 N. Water St., Milwaukee 2, Wis. 

Mailograph Co., Inc. . ..ees+---39 Water Street, New York 4, N. Y. 

Paul Muchnick Advertising........ 150 Nassau St., New York 7, N. Y. 

Reply-O Products Company....150 West 22nd St., New York 11, N. Y. 

Bernard R-sen.. ...1123 Broadway, New York 10, N. Y. 

Philip J. Wallach Company..........220 Fifth Ave., New York 1, N. Y. 
DIRECT MAIL a AINING COURSE 

MON MeN... cc ecccccnsivcvens 7 East 42nd St., New York 17, N. Y. 
ENGRAV ERS—Steel and Copper Plate 

Garrick Printing Company..... 54 West 21st St., New York 10, N. Y. 


ENVELOPES 
American Envelope Mfze. Corp.....26 Howard St., New York 13, N. Y. 





The American Paper Products Co..............+.+. East Liverpool, Ohio 
Atlanta Envelope Company........ Post Office Box 1267, Atlanta 1, Ga. 
Cupples-Hesse Corp.....4175 N. ee Blvd., St. Louis 15, Mo 
Samuels Cupples Envelope Co., In .360 Furman St., Brooklyn 2, N. Y. 
CECE BOGGS, BAG. occ cccvcccccvvens "380 ¢ ‘apitol Ave., Hartford 6, Conn. 


Direct Mail Envelope Co., Inc...15 West 20th St., New York 11, N.Y. 
Garden City Envelope Co. .3001 North Rockwell St., Chicago 18, Il. 


M. & G. Envelope Company........20 West 22nd St., New York, N. Y. 
McGill Paper Products, Inc.......! 501 Park Ave., Minneapolis 15, Minn. 
The Standard Envelope Mfg. Co...1600 East 30th St., Cleveland 14, Ohio 
Tension Envelope Corporation......4 345 Hudson St., New York 14, N, Y. 


Tension Envelope Corporation, 19th & Campbell Sts., Kansas City 8, Mo. 
Tension Envelope Corporation. .5001 Southwest Ave., St. Louis 10, Mo. 
Tension Envelope Corporatio. ..123-129 N. Second, Minneapolis 1, Minn. 
Tension Envelope Corporation. ...1912 Grand Ave., Des Moines 14, Iowa 
United States Envelope Company................ Springfield 2, Mass. 
The Wolf Envelope Company....179-81 E. 22nd St., Cleveland 1, Ohio 
ENVELOPE SPECIALTIES 
Garden City Envelope Co.....3001 North Rockwell St., Chicago 18, Ill. 
The Sawdon Company, Inc..... 480 Lexington Ave., New York 17, t A 
Tension Envelope Corporation, 19th & Campbell Sts., Kansas City 8, Mo. 


GUMMED — KERS 





Brown's Office Supply............+.++. 814 Chew St., Phila. 19, Pa. 
HOUSE ORGANS 
The William Feather Co...........812 Huron Road, Cleveland 15, Ohio 
LABEL ae 
Potdevin Machine Company.......... 281-38th St., Brooklyn 18, N. Y. 
LETTER GADGETS 
Hewig Company..........-+++++ 45 West 45th St., New York 19, N. Y. 
A. BMitohel. 2. ccccccccvcces 111 West Jackson Blvd., Chicago 4, II. 
BME THRE ss occ ce cccccsascswnal 545 Fifth Ave., New York 17, N.Y. 
LETTER ry ADS 
Arthur Thompson & Co............. 109 Market Place, Baltimore 2, Md. 
MAIL ADDRESSING STICKERS 
Eureka Specialty Printing Co..............0.. Scranton, Pennsylvania 


MAIL ADVERTISING SERVICES (Lettershops) 
Advertisers Mailing Service, Inc...915 Broadway, New York, 10, N. Y. 
Ambassador Letter Service Company..11 Stone St., New York 4, N. Y. 
Ardlee Service, Inc.. . .28 West 23rd St., New York 10, N. Y. 
Benart Mail Sales Service, Inc...228 East 45th St., New York 17, N. Y. 
Century Letter Co., Inc... 48 East 2ist St., New York 19, N. Y. 
Mary Ellen Clancy Company....250 Park Avenue, New York 17, N. Y. 
B Wes Bee & Gehccscsecseess 386 Victoria St., Toronto 2, Canada 


NOVEMBER 1950 


The Reuben H. Donnelley Corp.......350 East 22nd St., Chicago 16, Ill 
Lee Letter Service............ 19 West 44th St., New York 18, N. Y. 
Peeps S50., BHD, o€ 0.60000 nee0cest 39 Water St. New York 4, N. Y. 
Mailways...... ....200 Adelaide St., West, Toronto 1, Ont., Canada 
Teme RyfanGer Comipamy ....ccsccccccces 19 S. Wells St., Chicago 6, Ill. 
The St. John Associates, Inc..... 75 West 45th St., New York 19, N. Y. 
Woodington Mail Adv. Service...... 1316 Arch St., Philadelphia 7, Pa. 


MAILING LISTS—Brokers 
George R. Bryant Co., Inc. 595 Madison Ave., New York 22, N. Y. 
D-R Special List Bureau Broad St., Boston 10, Mass. 
Walter Drey, Fourth Ave., New York 10, N. Y. 
Guild Company...... Ninth Ave., New York 11, N. Y. 
Willa Maddern, Inc .215 Fourth Ave., New York 3, N, Y. 
Mailings, Inc....... West 45th St., New York 19, N. Y. 
Mosely Selective List Service. .388 Newbury St., Boston 16, Mass. 
Names Unlimited, Inc.......... Fourth Ave., New York 10, N. Y. 
















i Sk Ny ww hon beeen ee ned 2 Broadway, New York 10, N. Y. 
James E. True Associates...... 47-30 33rd St., Long Is. City 1, N. Y. 


MAILING LISTS—Compilers & Owners 
Advertising Letter Service. 30 East Jefferson Ave., Detroit 7, Mich 
Associated Publicity Servic Sixteenth St., Port Huron, Mich. 
Bookbuyers Lists, Inc Broadway, New York 13, N. Y. 
Boyd’s City Dispatch, Inc...114-120 East 23rd St., New York 10, N. Y. 
Creative Mailing Service, Inc..24 South Grove St., Freeport, L, I., N. Y. 







Dunhill List Company............§ 565 Fifth Ave., New York 17, N. Y. 
Fisher-Stevers Service, Inc....... 345 Hudson St.. New York 14, N. Y. 





Industrial List Bureau........ ...45 Astor Place, New York 3, N. Y. 

R. Monty's Turf Fan Lists..201 East 46th St., New York 17, N. Y. 
New Outlet Surveys....... ..33 Union Square, New York 3, N. Y. 
Official Catholic neon 4 L ists. ...12 Barclay St., New York 8, N. Y. 
W. S. Ponton, Inc Avenue of the Americz New York 11, N. Y. 
Pronto Addressing & Mz ailing Service. .15 Laight St., New York 13, N. Y. 














i ie Es 6 60.6.0 0.0 66m ou 60%53 1400 Elizabeth St., Redlands, Calif. 
Wm. FF. Rupert... .ccscces ..+...90 Fifth Ave., New York 11, N. Y. 


MATCHED STATIONERY 
Tension Envelope Corporation, 19th & Campbell Sts., Kansas City 8, Mo. 
MESSENGER SERVICE 
Airline Delivery Service......60 East 42nd St., New York 17, N. Y. 
METERED MAIL EQUIPMENT 
Pitney-Bowes, SMC. s 0-5 010 90 6.049.000 0000000000608 ....Stamford, Conn. 
MIMEOGRAPHING 
Northern Copywriter Service........ 212 High St., Ishpeming, Michigan 
OFFSET PRINTING 
Bachman Reproduction Service ~ 0 E. 43rd, New York 17, N. Y. 
The Tithe Studio, Ine... 22:66:00. ast Ist Street, New York 3, N.Y. 











The Appleton Coated F: Cc Dis 6.62%. 46464660005 008 Appleton, Wisconsin 
| ....Appleton, Wisconsin 
Hammermill Paper Company. . i eesnwaees Erie, Pennsylvania 
t 42na St., New York 17, N. Y. 





International Paper Company... As 
Rising Paper Company..... ohid 40d oe Housatonic, Massachusetts 
PHOTO ENGRAVERS 
Pisner- Dees, Bs. .....6.c0se0s 460 West 34th St., New York 1, N. Y. 
PHOTO RETOUCHING AND ART 
pe Cree re 506 Walnut St., Elmira, N. Y. 
PHOTOGRAP 





Be SOS. wcoceveeensacaavepee 10 East 38th St., New York 16, N. Y. 


PLATES & STENCILS 
Columbia Ribbon & Carb. Mfg. Co., Inc.Herb Hill Road, Glen Cove, N.Y. 


Remington Band, Ine... ...cccecscccecs 2 Main St., Bridgeport 1, Conn. 
POSTCARDS 

Kupfer Printing Company........§ 517 So. Jefferson St., Chicago 7, Il. 

Moss Photo Service, Inc....... 155 West 46th St., New York 19, N. Y. 


PRINTERS & LITHOGRAPHERS 








Brooktiyn Prees....ccccccesseee Adams St., Brooklyn 1, New York 
SE: DOO. oases te ceanhtuce ves seeaeeen South Lancaster, Mass. 
The House of Dyal Wer Tee ere 30 Irving Place, New York 3, N. Y. 
Magill-Weinsheimer Co........... 1320 So. Wabash Ave., Chicago 5, Il. 
Paradies Printers and Publighers. .......5scccccsccees Paradise, Pa. 








Peerless Lithographing Co.... 


305 Diversey Ave., Chicago 39, Il. 
Stecher-Traung Litho. Corp... v 


274 N. Goodman St., Rochester 7, N. Y 
PRINTING EQUIPMENT 
Harris Seybold Company.......... 4510 East 7ist St., Cleveland 5, Ohio 


QUANTITY PHOTOGRAPHS 
Moss Photo Service, Inc....... 155 West 46th St., New York 19, N. Y. 


REBUILT MAIL ROOM MACHINES 
The Adamm Company..........2! 50 Third Avenue, New York 10, N.Y. 
SEALING MACHINE 
Minnesota Mining & Mfg. Co.,.......ccccecssecces St. Paul 6, Minn. 
STENCIL CU TTING & ADDRESSING 
Creative Mailing Service, Inc.......2 24 So. Grove St., Freeport, N. Y. 
TRADE ASSOCIATIONS 
Direct Mail Advertising Assn..... 17 East 42nd St., New York 17, N. Y. 
Mail Advertising Service Assn...18652 Fairfield Ave., Detroit 21, Mich. 
TYERS 
National Bundle Tyer Company..............++.. Blissfield, Michigan 





TYPE FACES 
American Type Founders Sales Corp......... Elizabeth, New Jersey 


TYPEWRITERS 
Remington Rand, Inc......... 315 Fourth Avenue, New York 10, N. ¥ 
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SHORT NOTES 
DEPARTMENT 


Continued from page 1! 

story handled by Leonard Raymond of 
Dickie-Raymond, Boston 10, Massachu- 
setts ... who reviews his now famous 
six sales functions of direct mail. The 
Mail Order section was edited by Victor 
Schwab of Schwab and Beatty. Entire 
book well done. 


@ LESLIE DAVIS, Special Assistant to 
the Publisher of The Wall Street Journal 
authored interesting story in the Sep- 
tember Ist issue of Sales Management. 
If you want to find out how Dow Jones 
learned by testing what makes direct 
mail pull, get hold of pages 48 to 53. 


“The State Employment sent ber 

best operator we ever bad.” 
Cartoon from the always good “Stan- 
dard Time”, house magazine of the 
Standard Envelope Manufacturing 
Company, 1600 East 30th Street, 
Cleveland 14, Ohio. Maybe, if Mr. 
Corsi’s silly homework-typing order 
sticks in the Courts, the lettershops 
and big mailers around New York may 
have to depend on Octopus operators. 


@ SOMEBODY should tell Professor 
Lloyd C. Rudy, 12113 Woodward Ave.., 
Detroit 3, Mich. that direct mail is 
WONDERFUL .. . but it cannot work 
if the printed job is unreadable. The 
professor is a music booker, counsellor 
and hobbyist The mailing he issued 
during October must have been set with 


rubber type and run off on a toy hand 
press. Some sections are completely 
undecipherable. 


— 
oad 


@ THE STATE OF NEW YORK (through 
the Department of Commerce) has is- 
sued a booklet entitled “Selling By 
Mail.” It's part of a series issued 
by the Department on “Imagination 
Means Business.” The booklet is 4” 
x 7”, 20 pages. Gives an interesting 
story about the subject. You can get 
a copy by writing to Miss Jane H. 
Todd, Deputy Commissioner, New York 
State Department of Commerce, 342 
Madison Avenue, New York 17, N. Y. 


eee 


@ SOMEONE SOME DAY ought to suc- 
ceed in getting a law passed against 
the sending of unordered merchandise 
by mail. Such a Bill was introduced 
at the last session ... but was snowed 
under. There is a fellow in Miami, 
Florida still sending cheap plastic 
crucifixes by mail . . . and asking re- 
cipients to send 25¢ in payment. It 
irritates a lot of people. 


eae 


@ VIOLENT ANTI-SEMITISM is again 
popping up in the mail... reminiscent 
of the early 1940's. Latest disgusting 
piece comes from the discredited and 
fanatical crusader, Marilyn R. Allen, 
Box 2243, Salt Lake City, Utah. She 
yells (in caps) for a White Christian 
America. Stomach-turning stuff. 


ode 


@ WELCOME BOOKLETS are getting 
more numerous. And better. We just 
received a 534” x 81/2", 16 page book- 
let which is given to all new employees 
by the C. A. Norgren Co., 222 Santa Fe 
Drive, Denver 9, Colorado. It gives 
every worker a helpful and attractive 
story about the company and its ac- 
tivities. Well done. 


eed 


@ INTO THIS TROUBLED WORLD 
another Hoke was born on November 


6, 1950 at Washington, D. C. John R. 
Hoke, Jr. (first child of Jack and June) 
made this reporter a grandfather for 
the fourth time. Life, especially new 
life, is wonderful! 


@ ADAPTATION. Harry Beard, Col- 
lection Manager of the J. B. Lippincott 
Company, East Washington Square, 
Philadelphia 5, Pennsylvania sent us 


the following letter which he says 
worked very good on renewals and 
collections. Also says it was 
adapted from a letter in Jack Carr's 
book “Cordially Yours.” 

Dear Doctor: 

THANK GOODNESS. THERE’S NO LAW TO 
COMPEL 

anyone to read a little letter like this. The 
wastebasket is always handy. 

But Doctor. don’t throw this letter away 
because it is to remind you your subscrip- 
tion expires with the issue and 
we still have you charged $ 


REMEMBER NOW? 


We know you won't want to miss suc- 
ceeding issues. Please pencil your “OK” 
on the bottom of this letter and send it 
back to us together with your check for 

in the courtesy envelope en- 
closed. We'll do the rest. 


Thank you. 
Cordially. 


NEW PRESIDENT of the Mail Ad- 
vertising Service Association, Inter- 
national. Picture arrived too late for 
our post-convention report. Huntly H. 
Geddes is head of Direct Mail Division 


of R. L. Polk & Company. Detroit 31, 
Michigan. He is already at work 
planning for the 1951 Convention in 
Milwaukee, Wisconsin. 


— 
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@ THAT FELLOW A. A. ARCHBOLD 
(1209 S. Lake Street, Los Angeles 6, 
California) will probably go on for- 
ever producing new offset scrapbooks. 
We have described previous ones. Let- 
tering, symbols, etc. printed on one side 
of the sheet for use in offset reproduc- 
tion. Number 8 in the series is now 
available. Mostly concerned with re- 
tail trade symbols and designs. Price 
is $6.00. 
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